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IS COMING IN LIKE 


... to help you get a lion’s share of sales! CSP means Creative Sales Power...a dynamic 
new program designed to bring sales results. Here are some of the CSP tools planned to 
help you make this a roaring sales season: @ Pre-processed direct mail letters « Free 
relish spoons ® Window or counter display @ Floor stand for chests « Assorted newspaper 
mats ® Radio-TV scripts ® Planning chart @ Selling tips for sales personnel e Sugges- 
tions for obtaining prospects ® Display suggestions. These valuable merchandising aids 
will be made available to you in various combinations free of charge, according to your needs 
and your participation in the program. Ask your Approved Wholesale Distributor for 
all details or write The International 1847 ROGERS BROS. 


Silver Company, Meriden, Connecticut. 





there’s a difference 
in diamonds 


Model wearing 12 


diamond ring 


with 2 pear-shape 


diamonds and GO ct 
diamond necklace 
Available on memo. 


The man may pay for her diamond 


LD, 
J ° } } 
but she s the one who makes 
the selection. What's more she 
! 1 . r 
knows there its ; 
diamond quality and a difference 
in diamond value. To make the 
sale vou need a complete selection 
All top values in whatever 


shen» 


AN 


quality, shape or size diamond 


she desires 


These selections are available 


on memo from William Levine 
to make vour store the diamond 


Liié¢ 


center of your community 


William Levine Company 


Importers and Cutters of Fine Diamonds 


29 E. Madison St., Chicago 2, Illinois .. 


. Phone CEntral 6-3700 
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The place of the watchband in your 
profit picture is explored in depth in 
this month's cover story, ‘Expanding 
Your Watchband Sales,"" on page 62. 
Jeweler replies to JC-K interviewers 
queries indicate that for the aggressive 
merchandiser the future of watchband 
sales is as bright as our modernistic 


\R-KEYS PONE 


cover. And on the subject of color, the 
sales-minded jeweler will find food for 
thought in ‘‘Color—A Tool for More 
Sales’ on page 72. Author Allen H. 
Dahme, well-known store designer, shows 
why the right use of color bolsters a 


ILWELERS CIRCUT, 


store's consumer appeal. 


Expanding Your Watchband Sales 62 


Jewelers’ Target: 33 Per Cent Sales Gain 70 


Color—A Tool for More Sales 72 


Briefly—Late and Important 
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Promotion of Bands Can Boost Prestige, by Virginia Dixon 6% 
New Jewelry Echoes, by Jerry Gewirtz 69 

\ JC-K Aid to Selling Fine Jewelry, by Jack Harriton (6 
Quality Store, Quality Merchandise 64 

That New Line—Shall We Take It On? by Ernest W. Fair 0&6 
Costume Jewelry for Traffic-Building, by Nick Saad 90 


Find Space for a Bride’s Room! by George E. Toles 108 
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Table Top Fashions 105 
Boom Years Lie Ahead in Bridal Merchandise. by Madeline Love 110 
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Basic Books and Tools for the Gem Specialist. 
by Dr. Frederick H. Pough ) 
Waterproofing Tips, Condensation Cures, by Henry b. Fried 1056 
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REVEALS ‘DEBUTANTE’ TO 
THE WOMEN OF AMERICA 


THE NEW STERLING PATTERN DESIGNED TO BE THE MOST SUCCESSFUL OF 1960! AND HERE’S WHY: 


@ Debutante was designed by your customers! Every 
line, curve and detail is the direct result of an intensive 
24-month nation-wide survey. Debutante is destined io 
outshine and outsell any other sterling pattern! 


6 Debutante is backed by the most forceful and far 
reaching advertising campaign in Wallace history! A 
dramatic series of ads (totaling 15 pages) preselis 


Debutante for you in: House Beautiful, Glamour Incor- 
porating Charm, Vogue, House & Garden, Mademoi- 
selle, Living for Young Homemakers, New Yorker, 
seventeen, Brides, Modern Bride, and Bride and Home 
@ Debutante boasts a new full-profit deal! Which means 
you get full markup and full profit on a promotion 
geared to broaden your sales and boister profits! 


ASK YOUR WALLACE SALESMAN TO SHOW YOU THE NEW ‘‘GUARANTEED-TO-SUCCEED” DEBUTANTE 


WALLACE SILVERSMITHS™ 


.at Wallingford, Conn. since 1835 





By popular demand...FREE RONSON 
3-UNIT VARAFLAME DISPLAY (RV-3 





ADJUSTABLE J 


LL HS! 
~ Guts FOR mon’ 


Here is the compact low-priced Ronson Varafiame Pocket Lighter display you’ve been asking for! This new 
RV-3 Display contains three of the lowest-priced Varaflame numbers... fast-selling high-profit gift lighters. 


The Ronson RV-3 Display sells for you because it’s: 


Order the new Ronson RV-3 Assortment 
and cash in on booming Varaflame Sales! 


EYE-CATCHING Brilliant Day-glo red, and rich gold and black trim 
focuses attention on three of the fastest moving Varaflames — all at 
$14.95 suggested retail. 

PILFER-PROOF — These handsome lighters are held securely — protected 
by clear, heavy-gauge acetate. Display opens at the back for instant 
accessibility to the dealer. 

PRACTICAL — Shipped with lighters already in place, the RV-3 Display 
starts selling the moment you set it up — small size makes it perfect 
for counter, showcase, window or wall. 

MONEY MAKING — Sells every feature of Ronson’s Varaflame Lighte1 


instant Butane fueling, finger-tip adjustable flame, months of light 


2—=+17103 Engraved Design @ $14.95. ..$29.90 
=17002 Engraved Design ............ 
=99053 Butron Multi-Fills @ $.75 
Total Suggested Retail Value: $47.10 
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maker of the world’s greatest lighters and electric shavers 


o. 


RONSON CORP., WOODBRIDGE, N 
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Not only do we produce a great many types 
of rings, but we offer a huge choice of styles die-struck 
in each category. And all are made to the 


findings 
try. The world’s best-dressed diamonds wear make 
mountings by K&B 

better 
diamond 


highest standards of quality in the indus- 


Ma k ers of Fa MOUS 
Pertect-Lock, Stellate and 
S pe ctaculig ht settings rings 





Pavtack Fidinas K&B 
settings 

do more to 
sell your 
diamonds 


Shank No. 47134 














Karlan & Bleicher, inc. 
= Creators, Designers and <KXB> 


4 Manufacturers of Perfect Ring Findings 


136 WEST 52ND ST., NEW YORK 19, N. Y. 


OFFICES IN PHILADELPHIA, CHICAGO AND LOS ANGELES 
STONE RING DIV.: FALCON STONE RING MANUFACTURING CO. 





Another Hamilton first: Watch, bracelet and strap 


retails for the price of the watch and bracelet 


alone! 


In handsome black-and-gold gift case. 


this new Thin Watch package 
speeds sales at full profit! 


Hamilton’s co-ordinated pre-sell- 


PIP PALL TON 


Selling the Thin Watch idea— 
this handsome window and 
counter display for your store 


Today’s trend is to thin watches. 
To give you every possible mer- 
chandising advantage, Hamilton 
now brings you a unique sales- 
making package designed to in- 
crease volume sales at full profit. 
Hamilton’s new, exclusive black- 
and-gold presentation case con- 
tains an elegant Thin-O-Matic or 
Thin-Line watch, plus bracelet and 
strap! On the counter or in the 
window, it will be sure to catch the 
eye of every fine watch prospect. 

{nd this quality package re- 
tails for the price of the watch and 
bracelet alone! 

Backing every unit you stock is 


ing promotion: The largest selec- 
tion of thin watches. conventional 
and self-winding, on the market: 
color pages in such national publi- 
cations as Reader's Digest, Sports 
Illustrated and National Geo- 
graphic; window and counter dis- 
plays; newspaper mats, envelope 
enclosures. and dealer radio and 
television material. 

To learn the complete story of 
this exciting program, call your 
Hamilton representative today. Or 
write: Sales Promotion Depart- 
ment, Hamilton Watch Company. 
Lancaster. Pa. 
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WHEN you have a store ot stock to sell... 


IT'S A MATTER OF 


10 CONSULT 


Jewelers 
direst af Rok 


the oldest (established in 1903) 
and largest (built and growing on a reputation of integrity) 


cash buyers of jewelry stores and stocks 


write for the new booklet: "DOLLARS AND SENSE FACTS’... \pSEt 


38 Bromfield Street, Boston, Massachusetts. Telephone HAncock 6-3233 





New Carl-Art styling and design 
mean more jewelry sales for you this 
spring. And Carl-Art quality is always the 
best. Order now and be well stocked for 
early spring sales. In 14 Kt. Gold — 12 Kt. 
G.F. — Sterling Silver. 


CARL-ART ING. provibdeENceE 


Sold to Wholesalers Only 


New York Chicago Los Angeles 
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LLOYD'S BY 


POLISHOOK 


REDUCES YOUR INVENTORY, 


iy INCREASES 
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vs YOUR 


. PROFITS! 
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Advance showing of the new 


1960 Inventory Controlled Plan. 





NOTE: Rings shows 
are men's rings. 


You get 48 men's 

on rings plus 48 
matching ltedy's 
rings. 


LLOYD'S 
BASIC 
WEDDING RING | 


INVENTORY 
CONTROL 
TRAY 
IS THE RESULT Your customer knows what she wants — The exclusive Lloyd’s tray contains an 
O) am y:\ pam aad.. oe especially in wedding rings. We have absolute complete selection in your bread 
OF RESEARCH. put together a wedding ring tray for and butter retail price range from $7.95 
you that acts as a salesman and a to $37.50. Styles are exchangeable, guaranteed 
ee thine merchandiser. . all in one! Here are 12 to move out of your store or we will exchange 
actual over-the-counter of the best-sellers in wedding rings. . the inactive numbers for faster moving wedding 
experience of hundreds arranged in size, beautifully pre- rings. YOU ARE NEVER STUCK. There is a Lloyd’s 
an Seg i negli pecs sented and just right for your customer! salesman in your territory who is glad to 
gh (Resale price tags on every ring.) serve you — now! 


and our merchandisers. 
This is the result — 96 
wedding rings 


that will sell! 4¢ STAMP AND THE COUPON BELOW ~ AND YOU'RE IN THE WEDDING RING BUSINESS — RIGHT! 


r " 
s K. POLISHOOK & SON CORP. f 
& 216 East 45th Street, New York 17, N. Y. a 
a - Gentiemen: ~ 
& . Please send me more information on your a 
t | 
| ined ee bbb bike omen ene | 
‘ i 
| 
a 





wedding ring tray. 
OUD cececcocces 
Address 


MANUFACTURERS OF ‘EVERYTHING IN RINGS'’ SINCE 1898 
216 East 45th Street, New York 17, N.Y. MUrray Hill 7-1664 ¢ 





Jacques Kreisler Manufacturing Corporation, North Bergen, New Jersey 
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Hot or Cold 


This Flame Will Hold 


Now! A constant flame at first 

uel] (o1auialme)i-v4ialemal-t-lane)@mic-1-y4lale 
cold! Colibri by Kreisler’s new 
exclusive Invar valve adjusts to 
_ the temperature, eliminates the 
butane bugaboos of heat “flare”, 
oo) [o Ram ie) omar Wale im ole) tal-e-ro)aal 
resetting. Another "first" from 
Colibri by Kreisler, first ‘in 

_ butane and standard lighters... 
outstanding for your profit! 




















Jacques Kreisier Manufacturing Corporation, North Bergen, New Jersey 4 





THE 
aie 
AUDIENCE... 


TIMEX BRINGS YOU JERRY LEWIS... 


SFL 


THE 
BIG 
AUDIENCE... 


TIMEX BRINGS YOU JOHN CAMERON SWAYZE 


on THE VERRY LEWIS SHOW 
A TIMEX EXTRAVAGANZA 


NBC-TV | APRIL15TH 8:30 —9:30 PM NYT 


Brought to you by TIMEX. World's ceo Manufacturer of Watches 
75 PARK AVENUE, NEW YORK 22, | 1300 JANE STREET, TORONTO 15, CANADA 
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MOVIE OUTFITS? 


we have them all...the most complete, fastest-moving, jewelry 
store line...designed for natural trade-ups, priced from $119 
up, with profits as high as 54%. Light-meter cameras, auto- 
matic electric eyes, latest projector models and all accessories 

...the big line with the big mark-ups! 





14-PIECE ELECTRIC EYE 
OUTFIT (CP-7) 


Includes K-4C Fuliy Automatic 
Electric Eye Camera, Leather 
Camera Case, K-60 Projector with 
Tru-F lector Lamp, Projector Case, 
Mylar Splice Kit, Light Bar with 4 
Lamps, Movie Scene Record Book, 
Reel, Reel Can. 


Retail Price 
Authorized 

Promotional Price 
Dealer Cost 
Profit at Retail Price 
Profit at Promotional Price 


14-PIECE OUTFIT WITH 
CAMERA OF YOUR CHOICE 
(CP-9) 

Choose any Keystone Camera to 
complete package. Especially de- 
signed for the new Electric Eye 
K-4C, K-4 De Luxe and K-5 and 


15-PIECE TURRET OUTFIT 
(CP-14) 


15-PIECE CAPRI OUTFIT 
(CP-13) 


LOW-PRICED 10-PIECE 
OUTFIT (CP-2 


K-20 Single-Lens Camera, Leather 
Camera Case, K-60 Projector, Pro- 
jyector Case, Mylar Splice Kit, Four- 
Light Bar, Movie Scene Record 
Book, Reel, Reel Can, Table-Top 
Screen. 


Retail Price 


Authorized 
Promotional Price...... 


Dealer Cost 
Profit at Retail Price 
Profit at Promotional Price. .34% 


K-25 Single-lens /1.9 Camera, 
Leather Camera Case, Lock-on 
Light Meter, K-60 Projector, Pro- 
jector Case, Mylar Splice Kit, Light 
Bar with 4 Lamps, Movie Scene 
Record Book, Reel, Reel Can, 
Table-Top Screen 


Retail Price 


Authorized 
Promotional Price 


Dealer Cost 
Profit at Retail Price 
Profit at Promotional Price. .37% 


K-26 with /1.8 three-lens ‘Turret, 
Leather Camera Case, Lock-on 
Light Meter, K-60 Projector, Pro- 
jector Case, Mylar Splice Kit, Light 


Bar with 4 Lamps, Movie Scene 


Record Book, Reel, Reel Can 


Screen 


Retail Price....... ....$186.00 


Authorized 
Promotional Price 


Dealer Cost 
Profit at Retail Price.... 
Profit at Promotional Price. .40% 


the K-26 three-lens turret. Includes 
K-90 Projector with reverse and 
brilliant Tru-Flector lamp, Projector 
Case, Light Bar with 4 Lamps, 
Camera Case, Mylar Splice Kit, 
Reel, Reel Can, Movie Scene 
Record Book. 


Retail Price, 
with K-4C Electric Eye. .$241.50 
Authorized 
Promotional Price $229.50 
Dealer Cost 
Profit at Retail Price........41% 
Profit at Promotional Price. .37% 


(Other prices determined by choice of camera) 


Jewelry stores are getting more and more of the booming home movie 
business ... and Keystone is the biggest movie brand in Jewelry Stores... 
be sure to get your share! Call or wire your nearest Keystone warehouse. 


(KEYSTONE 


Executive Offices and Factory: 
BOSTON 24, MASS. «- Hallet Sq. - GEneva 6-8000 
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: GLENDALE, CALIF. 


DENVER, COLORADO 


4315 Tennyson St. « GEnesee 3-3397 


DALLAS, TEXAS 


1717 Levee Street + Riverside 1-6836 


YCTPYASL 


. NEW YORK, N.Y. 


MARC H 


62 West 47th Street « COlumbus 5-2278 


; CHICAGO 5, ILLINOIS 
: 1020S. Wabash Ave. Rm. 706 « HArrison 7-6073 


1213 Flower Street « CHapman 5-2688 


: SEATTLE 5, WASHINGTON 
> 4600 Union Bay Place + LAkeview 3-3600 
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IN DISTINCTIVE EAR WIRE MOTIFS 


Add new styling to your earring line with these ; 
new Cobb.ear wires featuring smart, distinctive 
Continental motifs. Designed abroad...the subtle 
Cobb motifs blend harmoniously with the widest 
variety of shapes and sizes in ear wire drops. 
Available in 14 KT Yellow and 12 KT Yellow 
Gold Filled ear wires, kidney wires and ear screws 
(0) au 0) 1-1 401-10 Wn -t- | 6a O10) 8) OMe aalole|-1aami Olelalalal-iale-) 


line. Sold through jobbers everywhere. 
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717071 SABIN STREET, PROVIDENCE @, BR. t. 
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SHOWROOMS: 
NEW YORK—225 Fifth Avenue, 1129 
LOS ANGELES—Brack Shops, 705 
DALLAS—Trade Mart, 1400 
MiAMi|—1034 W.W. 23rd Street 
ST. LOUIS—219 Mdse. Mart 
"y LONG LAKE, MINN.—Route 12 
— SEATTLE—614 Terminal Sales Bidg. 


Plate w/Handle Dz. 9.60 
4 Comp. Dish Dz. 18.00 
All items on this a ; 1—Chip & Dip , Sts. 24.00 
page copyrighted. COMPLETE CATALOG | : . 3 Comp. Dish Dz 15.00 
. Egg Cup Dz. 3.60 
’ a Bon Bon Dish Dz. 6.60 
Candy Box Dz. 18.00 
Spoon Rest Dz. 6.00 

Sugar & Creamer 
Dz. Sts. 12.00 
Tea Pot Dz. 18.00 
Tea Bag Holder Dz. 3.00 
Candle Holders ..Dz. Pr. 12.00 
2 Tier Tid Bit Dz. 21.60 
Cigarette Set......Dz. Sts. 13.20 
Condiment Set ..Dz. Sts. 12.00 





All imports ore shipped 


For 11 Western States GEO. ZOLTAN LEFTON CO., Imports FO. Geo, Zaltn Lefton Co 


LEFTON-PACIFIC INC. GENERAL OFFICE & WAREHOUSE Chicago Worehovuse or 


527 W. 7TH STREET ii Milian ties 
LOS ANGELES. CALIF 3622 SOUTH MORGAN STREET, CHICAGO 9, ILLINOIS F.O.B. Lefton-Pacific | 
CHICAGO SHOWROOM: 1555 MERCHANDISE MART Los Angeles Warehouse 





HAND CARVED 

AY a6 6 Os 00) 

A118 3) BD) BD ON Oise 50 Oa @2) OF Be 
CREATE CUSTOMER 
CONFIDENCE =~. 


CLINCH SALES 


We are proud, indeed, of the. renowned Barel tradition of exqui- 
iim > cet tr Ih 2-Mieel-ttielsl Mail -tiletlielt) M@esleliloMasia7-(oMadelsttiuleliliill os 
unexcelled quality, unequalled value. It is no wonder, then, that 
year after year Hand Carved Barel Bridals have been the first 
choice of the discriminating . . . surpassing all others in winning 
new customers, creating repeat sales for you. 


Our new line again will prove to be your fastest selling, most prof- 
itable matched wedding ring sets. Shown here are four of our 
latest, original designs . . . daringly different and irresistibly 


modest in price. 


Tole -1 Mm -falelolt Mmela-Mehaeliole)(-MisMeoM(el¢el Mi) -ailelumiicaitis lie M ile iige ns 
. smart, hand carved Swedish and Florentine finishes . . . proven by 
far the most enduring and finest available anywhere. 


A 
The Barel signature 08 appears in the shank of every ring to 
rors ttl e-me Ze] Meg moMel-laltiisl-Milolilomasia.-loMelaleliiel p 


A. Six fine diamonds individually prong set against recessed, mirror-like back- 
ground. Framed by magnificently hand carved Florentine finish. Tapered. In 
white or yellow 14K gold. Keystone $139 per set. 

B. Ten fine diamonds set into concave, exquisitely hand carved satin finish 
top. Tapered. Brightly polished edges. In all white or all yellow 14K gold 
Keystone $116 per set. 

C. Gleaming spiral wheat motif on beautifully hand carved satin finish. Brightly 
polished edges. In white or yellow 14K gold. Keystone $55 per set. 

D. Superb Florentine finish hand carved on concave center. Edges combine 
bright facets and graceful scallops. In white or yellow 14K gold. Keystone $55 


per set. 


Controlled distribution . . . sold by the manufacturer directly to the retailer 
Free mats available upon request © DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS 


BRIDAL RING CO., INC. © 88-06 Van Wyck Expressway, Jamaica 18, L. I., N. Y. 
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AND SUPPLY COMPANY 


As important as the design of 
the jewelry itself 


. outstanding findings 
... the key to recognized quality 


Such findings are offered in Karat Gold, 
Gold Filled and Sterling Silver by 

General Findings and Supply Company. 
Manufacturing jewelers everywhere have 
grown to depend on the superior product 
and service of General Findings and Supply 
Company, during more than 50 years of 
successful experience in the jewelry industry. 


Look closely, chances are you'll see ‘General 


findings on quality jewelry, wherever it is sold. 


GENERAL FINDINGS 


AND SUPPLY COMPANY 
80 PEARL STREET, ATTLEBORO, MASSACHUSETTS 


Sales Offices — New York — Los Angeles — Chicago 
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wie DATOMETER Fully waterproof with calendar window; 
OCEAN STAR Revolutionary one-piece seamless case luminous markers. Stainless steel $97.50. 

gives slim silhouette to fully waterproof watch. Yellow Midoluxe $110. 18K gold $350. 

Stainless steel; 18K gold markers $110. Yellow 

Midoluxe $125. 14K gold $275. n 


“ ig Sag” aes 


= Se 9) STARLET Smallest waterproof self-winding watch with 
WYOMING Slightly over-size sportsman’s watch. sweep second. Stainless steel case; 
Rugged, waterproof with concealed stem. Stainless 18K gold markers $99.50. 
steel; 18K gold markers $97.50. Others from $79.50. 








WALDORF Smart, yet sturdy and fully waterproof. DARLING Smaller-than-a-dime self-winder. 
Stainless steel; with 18K gold applied markers on 14K white gold dustproof case; 18 diamonds 
black or white dial $97.50. In Midoluxe $125. $400. Other “Miniatures” from $89.50. 
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WINNETKA Distinctive dial design with etched-in 
markers. Fully waterproof and self-winding, of course. 
In stainless steel case $79.50. 
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DATORETTE Ladies waterproof self-winding 
watch with calendar window. In stainless steel 
$97.50. Yellow Midoluxe $110. 


peer es I 
TYCOON 18K gold case, massive 18K gold mes 
bracelet. Has 8 gleaming gem baguettes, calendar 
window, too. Fully waterproof. $1,000. 


YOUR SPRING GUIDE 
TO SELF-WINDING 
WATCH SALES 


From the world’s largest selection 


of self-winding watch styles 


Variety is the spice of sales... especially in self-winding 
watches. And where else could you get such a wide variety 
except from Mido who makes only self-winding watches? 

Here is just a sampling out of over 100 different models! 
There’s a man-sized timepiece for the outdoor type. Ladies’ 
watches smaller than a dime. Calendar watches. Bracelet 
watches. The magnificent, slim “Ocean Star” with its 
revolutionary one-piece seamless case for after-hour elegance, 
working-hour ruggedness! 

And since you know Mido, you know the “worry-free’”’ features 
... the stout-heartedness of the most delicate looking. 

Fully waterproof* and condensation proof...even with the 
stem pulled out. Shock-resistant, unbreakable mainspring, 
anti-magnetic, of course! 

So name the occasion! Mother’s Day... Father’s Day. 
Graduation... Wedding... Birthday? Mido has a watch for 
everyone, whether it’s for a gift, or to replace one’s own watch 
with a new self-winding model. 

And remember, the entire Mido line is fully price protected. 
Do you have our Jeweler’s Catalog? Now’s a good time to get it 
— to get ready for Spring. 

MIDO WATCH COMPANY OF AMERICA, INC., 580 Fifth Avenue, 
New York 36, N.Y. In Canada: 699 St. Maurice Street, Montreal 


*As long as case, crystal and crown remain intact. Prices are retail including Federal Tax 


the watch you never have to wind 
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| They're New... 


You'll sell more charms 
when you sell these 


CHARM 
BRACELETS 


They’re lovely—and 
their loveliness will 
complement the charms 
your customers buy 
to make them 
complete. 
Beautifully styled 
and executed in the 
CHURCH manner, 
they will assay 

full 14K gold. 


L906P 


Logs 
4YOL 


CHURCH & COMPANY 


Manufacturing Jewelers 
2 Garden Street, Newark 5, N. J. 


MEMEER 


Lio f—— 

awe [U4 
" wpe sii ‘ 
mark registered ) I [ 
AMERICAN 

GEM SOCIETY 





Water-resistant watch features chrome top, 
steel back. Movement is 17-jewel, has un- 
breakable mainspring. Strap and gift box in- 
cluded. $24.95 Keystone. From Esquire Watch 
Co., 31 W. 47th St., New York. 


Anson “Key Protector” (9161EK%) features 
St. Christopher medallion with silver oxidized 
rhodium finish. Back of medal has plain satin 
finish suitable for engraving. “Twin-Lock” 
action permits easy separation of ignition key 
from other special keys. $3.50 retail. From 


your authorized Anson distributor. 


“Decorator” wall clock (2H117) in sunburst 
motif is latest from General Electric. Clock is 
available in white case with choice of red, 
aqua or yellow backgrounds. $5.98 retail. 


EFWELERS’ CIR AR.KEYSTOD 
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“Service is the backbone of our business— 
Yellow Pages advertising brings it in!” 


says Harry Shain, Shain’s Jewelry Store, El Paso, Texas 


“Shain’s carries a complete line of 
everything related to jewelry, but we 
specialize in a service department. 
It’s the backbone of our business, and 
the job the Yellow Pages has done 
for us is really impressive. 

“Take, for example, newcomers in 
town with a service problem. They 
can’t look for us by name,so naturally 
they turn to the Yellow Pages. I refer 
to the Yellow Pages many times my- 
self, so I know what a help it can be. 
“And, Yellow Pages advertising has 
the ability to advertise the quality of 


ee 








a store and add prestige toa business.” 
Yellow Pages advertising can bring 
prestige as well as new customers to 
your business, too. A well-planned 
advertising program in the Yellow 
Pages will help tell prospects who you 
are and where you can be reached. 
Call the Yellow Pages man at your 
Bell telephone business office and let 
him help you plan an AWHERENESS 
program to suit your needs. 


DISPLAY AD under “Jewelers” (reduced) > 
helps to bring new business and to add 
prestige for Shain’s two jewelry shops. 





one or 
ME Paso's 


Largest and 
Finest JEWELERS 


Fine Jewelry SK 


Diamonds 
Watches 


Silverware 


DOWNTOWN 


218 MILLS ST 


MILLS AND STANTON 


KE 2-1471 








Find Us Fast 


Yellow Pages 





in The Display this sales-building emblem wherever your prospects can see it. 
The Yellow Pages representative will gladly supply as many as you need. 
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Thev re New... 


Somihing NEW in a 
SUPERLATIVE JEWELRY 
CLEANER 


New Product! — New Package! 
, “Galaxy” men’s watch is self-winding water- 
Waldorf Jewelry Cleaner is an amazingly effective ralaxy” men’s watch is self-winding wate 


cleaner—a perfected combination of cleaning ingredi- 
ents developed from 40 years of research. Contents of 
one envelope in a cup of hot water give “like new” 
results to platinum, diamond and gold jewelry. Scores 
of testimonials attest to its superiority. 


proof, features 17-jewel Swiss movement. 
$49.95 retail. From Croton Watch Co., Ine.. 
104 Park Ave. S.. New York. 


Embossed box contains 12 individual cellophane envel- 
opes of cleaner. $2:00 (Keystone). Individual envelopes 
available for 15¢ each (Keystone) for customer promo- 
tion or mail enclosure. Write today for sample. 


“THE PRICE IS RIGHT’ 
Wholesale ae — 
Dept. JEWELS FZ 


301 PARK AVENUE 
2 woes Se & See BA 

Jacoby-Bender’s “‘Photo-Vue” ident for men 
features Venetian finish, is available in yellow 
gold filled (1005) for $11.95 FTI, in stainless 
steel (1085) with sterling silver plaque for 
$8.50 FTI. From your J-B distributor. 








“Startone” transistorized clock-radio comes 

with earphone attachment and desk stand. 

We will gladly design Clock has a 30-hour windup movement to 
your own specialized eliminate needless battery drain, is removable 
from the chassis. Clock-alarm can be set to 


BOX C OM P AWN Y | turn radio on or off at pre-selected times. Sug- 


523 MT. HOPE ST. . ATTLEBORO FALLS. MASS. gested retail price, $49.95. From Pentron, 777 
S. Tripp Ave., Chicago. 














THERE’S SO MUCH 
CONSUMER INTEREST om 











in Polak JEWELRY! 






























“Portrait Photo Charms” 
Attractive, antiqued frames hold photos 4 ee 
securely. Powerful appeal to teen-agers ‘ , 


... to Mothers, Fathers, Aunts and Grand- 
mas. Supplied singly, with pin, bracelet , 
or short key chain. (Charms can be en- , 
tee on back plate.) 


Silver Asst. 76S5116-—$64.70 Keystone 
TeKt. ‘Filled Asst. 76F116-—$64.70 ver ge 


















THERE’S SO MUCH 
SATISFACTION and PROFIT 


with yale JEWELRY! 


LITTLE 
DARLINGS 


“Little Darlings” 





Cute as can be!...girl angels with pony 
tails and dresses... boy angels with crew- 
cuts and pants. Supplied singly, or with 
fancy link charm bracelets. Everyone will 
love “Little Darlings”. 





Sterling Silver Asst. 76S113-—$16.80 Keystone 
12Kt. Gold Filled Asst. 76F113—$18.00 Keystone 


Assortment consists of— 


3 Bracelets * 6 Girl Angels * 6 Boy Angels 


THERE’S EASIER SELLING : 4 
and FASTER TURNOVER a ; 


with O42 JEWELRY! aS igh 





“Change-Abouts” 


So versatile—so many customers will buy 
them!...a 3-in-1 necklace with 3 change- 
able drops — cultured pearl in facetted 
circle—a full-round cultured pearl drop— 
a genuine black onyx drop. Assortment 
also features matching cultured pear! and 
genuine black onyx earrings. i 


Silver Asst. 76S117—$33.90 Keystone 
ioKt. Gold Filled Asst. 76F117—$33.90 Keystone 


Assortment consists of— 


4C neck 
1 Pr. Cultured Pearl Earrings 
1 Pr. Genuine Black Onyx Earrings 


ABOVE ASSORTMENTS AVAILABLE IN 
STERLING SILVER OR 12Kt. GOLD FILLED 





FEATURE THE COMPLETE FORSTNER LINE! 


FORSTNER, Inc., Irvington 11, New Jersey 


Showrooms: 


KOMFIT WATCHBANDS « LADIES’ WATCH BRACELETS 
* IDENTIFICATION BRACELETS * ANKLETS + NECK 
CHAINS & PENDANTS * CHARMS & CHARM BRACE- 
LETS * CHILDREN’S JEWELRY .* MINIATURES «+ 320 Fifth Avenue, New York 1, New York 
. LONG & SHORT KEY CHAINS © TE CHAINS | 29 East Madison Street, Chicago 2, Illinois 
MONEY CLIPS « KNIVES JEWELRY’S NAME FOR QUALITY Forstner, (Canada) Ltd., Sherbrooke, Quebec 





CONTACT YOUR AUTHORIZED 
FORSTNER DISTRIBUTOR oO 














Sessionette: Poc! 


Most Dynamic 
Movement in Clocks! 


(Watch them go!) 


The movingest clocks you can stock! Here are just four 
guaranteed profit-makers! Moonglow: Beautiful bedroom 
clock with Panelescent® face. Casts a soft glow evenly 
distributed over entire dial. No bulbs. tubes. filaments Ol! 
cathodes. Costs less than l¢ a year to operate. Long-lasting. 
Provides easy dial-reading even from across aroom...and 
it's the lowest-priced clock now offering this feature. Ideal for 
children’s rooms, too! Doze-Alarm: Kindest clock in the 
world! Rings pleasantly once. Reminds itself ten minutes 
later and rings again . and again and again. Just 
right for the man with “no get up and go.” Debutante: 
Striking kitchen clock slopes at an angle from any wall. From 
anywhere in the room, its dial is in easy, convenient sight. 
Sessionette: Cunning miniature that’s perfectly “fitting” 
for tra el or table. Popular, pocket-pleasing pri Cc. 

P.S. Don’t forget LOVE-ALARM, the most famous clocl 

in America. The only clock in the world that can wake only 
one—let the other sleeper sleep! It’s pleasing, it’s patented, 
it’s part of the hottest line of clocks around: 


Sessions °60 


; , ; 
Panelescent is a Sylvania copyright name for Electroluminescenc: 





They re New... 


“Playboy,” in quartz, jade and other semi- 


precious stones, is part of a new series of 
jumbo-sized 14K gold charms. Retails at about 
From Chadour, 130 W. 46th St., New 


$49.95. 


York. 


Platinum brooch in flower spray 
set with pear-shape, 
round diamonds. Retails at 
$5000. From Raymond Abrahams, 551 Fifth 


Ave., New York. 


’ 


marquise, baguette and 


approximately 
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New “Slim-Ette” (518) telescoping ladies’ 
watchband by Duchess has a symmetrical de- 
sign, is available in 1/20 10K white or yellow 
feature, and 


gold. Band has ‘“Custom-Size” 
two extra links are packed for sizing. From 


your wholesaler. 


“Classic Thin,” new man’s watch by West- 
clox, features gold-color case, is shock-resis- 
tant and anti-magnetic. $12.95 retail. Round 
design available at same price. 





An Open 


Letter 
To Jewelers 


Who Care! 


: 7 i 
eee : 
= \ 


...tOo maintain their reputation 
and integrity while increasing their Diamond Sales. 


f America, *., take this op] u The Diamond Dealers of America merchandising plan 
available only on a franchise basis. This means that only 

' 1} ‘ BSc aren Pane - she ro} 

idea eve ne jeweler in an area will have this valuable franchise. Yo 


can stimulate your valuable everyday traffic into everyd: 


not a one day, one week diamond sales 
year merchandising program which will benefit Limited space will not allow us to furnish additional de 
new found diamond sales! Your diamond les scriptive material. But, we sincerely believe if you are » 
(profits) of the first month w interested in an impractical get-rich-quick plan, but a) 
entire membe ship investment. interested ina solid, workable program to sel] your Oy 


Diamond Stoek 
arise 1h tl os | ; ' send for our brochure and descriptive materials today. There 
so simple that you will marvel at its ingenuity and creative- } = 

) ) : Is absolutely vo obligation to you. 
ness. Its operation 1S so ciean an sy to carry through 4 


= : then you must investigate this promotion. 
The Diamond Dealers of America, Inc. offer a program die IVESEIGSte CRIS Promotic 


Cineearely 
a? Sincerely, 


that you will be astounded at 1 esults. aeons . , ; 
THE DIAMOND DEALERS OF AMERICA 
The most important factor of this merchandising program —— ee ee ee ee ee ee ee ee oe oe 


is that you are not required to purchase new, additional, or THE DIAMON 
y >] ? iy 


D DEALERS OF AMERICA 
OY iaZza PULTICINE, Pitts urgt 19 Pa 


anu diamond merchandise in order to receive the benefits. 
Name 


We do not say that tie-in promotions are bad. However, this 
Is an entirely new concept created solely to move your pres- Store 


+ 


ent diamond merchandise Without the Additional Purchase Address 


a 


- ’ , , 
oT Ne M4 (,00d8. "ity 











ARE YOUR 


DIAMOND 
PROMOTIONS 


AND 


DIAMOND 
SELLING 


OBSOLETE? 


e ¢ « Check Them Against The Up-To- 
Date, Authoritative Material In JC-K’s 
New Book 


How To Sell Diamonds 


@ 48 colorful pages! 
@ Profusely illustrated! 


@ Written by six experts in the 
field of diamond merchandising! 


° Here's a partial list of the con- 
in this just-published book: 


® Selling The Engagement Ring 


@ 10 Ways To Boost Your Diamond 
Sales 


@ A Glossary of Diamond Shapes 


@ Are Diamond Guarantees Good 
Business? 


@ Diamonds Are Currency in 
Fashion 


This book contains information that every 
policy-making and sales-making person in 
your store should know. To get your copy 
of "How To Sell Diamonds." simply send 
a $1 check or money order to JEWELERS’ 
CIRCULAR-KEYSTONE, CHESTNUT & 
56TH STS., PHILADELPHIA 39, PA. Your 
copy will be rushed to you by return mail. 
Send for your copy now! 








They re New... 


Prayer book marker (8131) is available 
with either a cross or a star; in a choice of 
red, black, white or purple satin ribbon. $4 
retail. From Leonore Doskow, Inc., Montrose, 
N. Y. 


Precious stones on “Sweetheart” watch com 
bine to spell out “Dearest’—D-diamond, e- 
emerald, a-amethyst, r-ruby, e-emerald, s- 
sapphire, t-turquoise. Secret compartment 
contains a 17-jewel shockproof Corum watch. 
$250 retail. From Tessco Jewelry Creations, 


666 Fifth Ave., New York. 


“Norseman,” latest in Ronson’s “Varaflame”’ 
table lighters, features Scandinavian design 
in chrome and walnut, with contrasting stain- 
less steel band. Suggested retail price is 
$18.50. 





" WATCHBAND LINE TO 
CELL EVERY CUSTOMER! 


The leading nationally advertised brand 
in the premium price range 


DUCHESS BANDMASTER in the 
popular price range 


Your biggest volume—and biggest profit 

—1is in the price range just below the high 

prices of the leading ‘‘name’’ brands. 

In the DUCHESS price range you sell the 

most and make the most. Because 

DUCHESS BANDMASTER covers every price 
from very low to where the high-priced bands 

begin, you require only two watch band lines 

to ring up a sale with every customer. 

Sure, you need the big fellow with the big advertising 
and the big price tag. But, insure your sales with 
DUCHESS BANDMASTER, the popular-priced 
band with the premium-price band quality 

that wins and keeps customers. 

Strike up with BANDMASTER. Ask your 
wholesaler today for DUCHESS BANDMASTER. 





What DUCHESS gives you: 





l Quality, design, and construction equal stuck with heavy, costly inventory on 
* to—and better than—bands selling for “deals”. 


more. A full line of styles for men and 
Compact, practical displays that help 


sell without hogging space. Free with 
standard, pre-selected ladies’ and men's 
assortments. Economically designed so 
No loading-up. You buy only as many that their cost isn't passed on to you in 
Bandmasters as you want. You don't get higher band prices. 


women. 


‘‘Custom-Size"’, Bandmaster's patented 
no-tools sizing feature, easiest, fastest. 


Worn as original equipment by America’s finest watches. 
99 


| uchess JEWELRY MANUFACTURING CORP. 


300 OBSERVER HIGHWAY, HOBOKEN, N. J. 











"The Rosary of the Wlonth 


Catamore Rosaries . . . handsomely crafted of 


precious sterling silver and the finest rosary beads. 
Distinctive . . . beautiful original designs. Sales 
are bound to increase—and profitably. 


i Selected 
and 
Serviced 
by 
Leading 
Wholesalers 


R316/100-525 $10.50 


Genuine Mother of Pearl. (fat more 
® 


Hand engraved cross and 
center. 











First Desk Set with 
$1.00 features for. . 


Truly a handsome, well made set, with your 
goid imprint (5 lines maximum in block, seript 
or italic) on base, plus Free gift box Min 
order, {00 !-col. Newspaper mat sent free 


for your promotion uses 


In Hundred Lots 
Several ways desk set is being used 


TO OPEN NEW ACCOUNTS. TO RE- - en a 
OPEN CLOSED ACCOUNTS. OLD CUS- check accom - 
TOMERS NIGHT. BUILD UP REPAIR panies order 
DEPT. FOR GRADUATION. at Ff 
Refills |'0¢ ea. in red, green, blue. Desk Pen sample 
and base colors: BLACK—IVORY— 

RED—BROWN (or asstd.). if order 

doesn't specify color. we ship all black 

Terms: Net 10 days F.0.B. Factory. 

3 wks. delivery 


GOLDNER ASSOCIATES 


P ©. Box 2703. Nashville. Tenn. 


. . only 








To Manufacturers and Wholesalers only 


They're New... 


Hamilton’s 22-jewel “Romanesque 
gold dial, black hour markers. 
the matching expansion bracelet 


with a “romanesque” finish. $95, 


Protestant “all faith’? medal, also available 
in a number of designs for all major denom) 
nations, including Episcopalian, Lutheran, 
Japtist, Presbyterian, Methodist, E. U. B., 
Congregationalist, Universalist and Church of 
Christ. From Walter E. Hayward Co., Inc., 
Attleboro, Mass. 


Wall thermometer is housed in a simulated 
old-fashioned pocket watch case, has 24-inch 
matching chain. Retails for $3.98 with chain, 
$2.98 without. From Spartus Corp., 2110 Wal- 
nut St., Chicago. 





LETTERS... 


Plea for Elgin School 


To the Editors: 

We have sent the following letter to 
the Elgin National Watch Co., protest- 
ing the forthcoming closing of their 
training school for watchmakers: 

“Tt is with sincere regret that I read 
of the closing of the various watch- 
making training schools, and particu- 
larly the Elgin School, inasmuch as it 
is my alma mater. 

“The reasons put forth for the clos- 
ings just don’t make sense to me—and, 
I might say, to many jewelers who look 
to the schools for their young watch- 
makers. ... The articles say that en- 
rollment at the Elgin School has 
dropped to 44. Just what is so terrible 
about that? 

“When I attended in 1925-27, the en- 
rollment was less than 30, and you 
didn’t close down because of lack of 
interest in learning the trade. As I! 
recall, the prime object of your estab- 
lishing the school in 1920, was to send 
out better trained men to better service 
all watches, particularly Elgin watches. 


“If it was so essential that better 
men be trained in the 1920’s, when the 
smallest of watches was perhaps your 
10/0, and practically all men’s watches 
were of the pocket variety, how much 
more is it necessary that the school 
should be continued at this time, to 
train young men in handling not only 
extremely small watches but also auto- 
matics and other complicated types! 

“To maintain your present number 
of instructors, with an enrollment of 
44, would be impractical. But what 
would be wrong with just pulling in 
vour horns a bit, reducing the number 
of instructors, confining the school area 
to one floor as it originally was, and 
continuing the production of good 
watchmakers? I disagree with the 
thinking that vocational schools can 
adequately handle this training in the 
future. 

“Even more, do I disagree with the 
idea of possibly returning to the ap- 
prentice method of training. In these 
days of big salaries, no young man is 
going to sit still for a four or five year 


Your World...and 
“THE LINDLEY MAN” 


Your world is the only world that exists for “The 
Lindley Man.” His only interest is providing you with 
the finest retail boxes... boxes famed for superla- 
tive quality, utmost attractiveness and complete de- 
pendability ... boxes that enhance the quality of your 
merchandise and increase the prestige of your store. 
“THE LINDLEY MAN” can help you turn more 
customers into steady customers. 


Contact “The Lindley Man”... 
a card or wire will start you 
on the way to better packaging. 


oe 


S siNDLEY 
Ll 


| BOX AND PAPER DIVISION 


Marion, Indiana 


[FEDERAL PAPER BOARD COMPANY, INC. 
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Now you can buy the castings 
and findings, and produce 
your own finished jewelry 


You save 2 profits in by 
passing the manufacturer and 
the wholesaler. Assembling 


and finishing can be done by 
yOu or your local special order 


] Save manufacturer or repairman 


. | 
lay 


For those who prefer, we will 


f for ‘ , 
, supply the item COMPLETELY 


FINISHED, ready for sale 


a = _ ™ , 
Get our iow quotations 
price considerations 


to quantity users 


SETTINGS COIN HOLDERS 
SHANKS PENDANTS 

EAR BACKS MOUNTINGS 
BEZELS CUFF LINK BACKS 
BOX LOCKS NECK CHAINS 
DISCS SPRING RINGS 


National Findings Corp. 


125 West 45th St. - New York 36; N. Y. - JU 6-4842 


WATCHBANDS SAYS 


MEN’S, LADIES’, AND CHILDREN’S WATCHBANDS AND EXPANSION IDENTS 


"METAL FOR MEN" 


Another handsome band in the Mark VII line, fea- 
turing the masculine appeal of metal mesh inserts 


Sleight Of Hand" sizing fea- 
ture... no tools... Just a 
flick of the fingers and a link’'s 
out... Another flick, it's back 


in. 


The exclusive ‘Slide And Lock’ 
end lug is quickly, surely and 
easily interchanged to take 
either straight or curved ends. 


All exclusive features of this 
band are protected by U. S. 
patent application. 


Fully guaranteed, these revolu- 
tionary bands are available in 
1/20 10 Kt. Gold Filled tops 
and metal mesh inserts. Stain- 
less Steel also available. 


Each band handsomely pack- 
aged in attractive Mark VII 
display package. 


NORTH ATTLEBORO, MASS. 


WATCHBANDS | 


apprenticeship. Besides, not one jewel- 
er in a hundred would be willing to take 
the time to train a young man, with no 
guarantee that the young man would 
remain in his employ. 

“Having served as chairman of the 
Roard of Examiners in Watchmaking 
in this state, I can attest to the caliber 
of men turned out by your school. With 
few exceptions they were always of the 
best. 

“It is my humble opinion that Elgin 
owes it to the jewelers of America to 
reconsider its decision, and to continue 
this fine school... .”’ 

E. L. BERNER, 

Vice President, 

H. C. Kirkberg, Inc. 
Fort Dodge, la. 


Bowman Schoo! Continues 
To the Editors: 

Articles in some of the horologica! 
journals, commenting upon the closing 
of several schools of watchmaking and 
engraving, have ventured to say: “The 
recent death of Mr. John J. Bowman, 
director of the Bowman Technica! 
School, has cast some doubt over the 
future of that school.”’ 

I should like to clarify that miscon 
ception. While the passing of the late 
John J. Bowman has been a great loss 
to horology, his brother, Charles Ezra 
Bowman, continues to direct the school 
exactly as John Bowman so diligentl\ 
and ardently built it up over a period 
of many years. 

Mr. Bowman wishes it to be known 
emphatically in the jewelry trade that 
The Bowman Technical School is nof 
closing its doors. So long as there is 
demand for good watchmakers, engrav- 
ers and jewelers, the school will con- 
tinue to train with the same thorough- 
ness and efficiency as it has since 1887. 

WALTER H. HAESELER, 

Head Instructor, 

Bowman Technical School 
Lancaster, Pa. 


An early issue of JC-K will report the re- 
sults of a questionnaire which has been sent 
fy all watchmaking schools- how much eit 
rollment has fallen - 4 hy it has dropped ; what 
the directors think about the future of watch- 
make } -training.- Ed. 





Celttraliag - = Pape 


of progress 1n ring mak ing 


World’s Largest Manufacturer of Interlocking 
Engagement and Wedding Rings for Diamonds 


4 
= * e 


: /g- ¥ > ‘ 
1960 marks the 25th Birthday of Feature Ring Company! 25 years of. } evoRaviNG @ 
: 7 | ENGRAVING @ 

progress in ring making. Progress as evidenced by pioneering of the 
famous patented Feature Lock. Progress in the creation of the ingenious 
patented Feature-Glo setting that makes diamonds look 90% larger, 
87%, more brilliant. Progress in manufacturing techniques that offers 
mountings of superior appeal. Progress in imaginative retail mer- 
chandising! And progress in quality control that assures merchandise 
sold ... stays sold, and builds repeat business! 

To the wholesalers and retail jewelers of America we say “Thank you’”’ 
for your acceptance and promotional support that have made Feature 
Ring the “fastest selling diamond ring line in America.”’ 


Our Anniversary Program offers diamond selling opportunities as 
never before! Introduces a bright ‘‘new style influence’ in diamond tia 
rings ...a brand new “‘merchandise’’ package for brides-to-be .. . a 
exciting traffic ideas .. . backed by the biggest value offering in history! 
This is the program that will give you plenty to SELLabrate! 


Contact your authorized Feature Ring wholesaler today . . . or write: 


Za —“D 
C Y tature neg MC Co @. INC. 


130 WEST 46TH STREET, NEW YORK 36, NY. 





Feature Lock U.S. Pat. =2507348 and Feature-Glo Pat. 22774231. - ' 
POLISHING & 
FINISHING 
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_ Baldwin makes it that way, with their unique replacement guarantee. 


_ This guarantee states, and means, that if any Baldwin Band is ever 
returned as defective, in even the smallest detail, it will be replaced 


immediately, no questions asked. The customer's band is replaced . 


on the spot, without tickets or waiting. The retailer needs no records 
_ or explanations, The wholesaler is backed directly by Baldwin. All 
along the line, satisfac 


nsion band. 100% stainless steel construc: _ 


ee ler, any Baldwin customer is always right. 


BALDWIN BRACELET CORP., 22 West 48th Street, New York 36, N.Y. 


tion is guaranteed, immediately and always. 


h replacement is rare, for Baldwin is a quality product. - 
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TWO GREAT onAVING 
INVENTION OPEN Bib 
MAnntlo POH YOU 


New Remington Lektronic Shaver 


Needs nothing but whiskers! No wires, no water, no sockets, no soap! 





Here is shaving that Is in tune with our electronic times. 

The new Remington Lektronic is the only man-sized, multiple 
head shaver with cordless shaving convenience. Your customers 
can shave anywhere in the world with the Lektronic and get razor- 
close shaves with Roller Comb comfort. 

Like portable radios, the new Lektronic Shaver will open 
new markets—bring new customers. Order now! 


Se Retail list price $35.95 
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New Lady Remington 


The World's First Adjustable Lady’s Shaver 
with Roller Combs that: Adjust for satin- 
smooth legs + Adjust for underarm com- 
fort + Available in beautiful orchid, blue 
or gold colors. 


The most welcome news since shaving 
went Electric! Retail list price $18.50 











Create Double Sales Excitement in Your Store! Order Both Today! 


e - 
Products of _ Mfemington. Fland Electric Shaver Division of Sperry Rand Corporation, Bridgeport 2. Conn 
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es you more to talk about, more to sell! 


* 

re) “STAR-MIX" 2-SPEED BLENDER 
A. Model 10Al $34.95* 
RADIANT “INSTANT” HEATER 
B. Model 9C2.% $ vase : | i 
AUTOMATIC “INSTANT” HEATERS ae re | € 
C. Compact Model 981. ..$19.95* a Were et ee Eee 
D. ‘De Luxe Model 9A2....29.95 ii em mi i 
FULLY IMMERSIBLE FRY PANS nk Ae 7 ! Ny _ 
E. Model 8C1 (stainless). .$22.95* Re | eh: Yor ity), Hiss ij we 
F. Model 8D1 (aluminum) 14.95" @ i - | a | ps: AN His 

(Control & Covers extra) e | A ishidis PRS racine | 


au x : . > . 
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DE LUXE ALUMINUM FRY PANS 

with built-in thermostat 
G. Model BAT (11”) Soon —eapenee wit an... ees 
H. Model 8B! (12”) : LITY APPLIANCES TOASTMASTER QUAL 

(Fry Pan covers extra) : anemia 

3-SLICE TOASTERS 
J. Model 1C4 Powermatic $34.95* 
K. Model 1C5 Automatic . 29.95” 


CUP-A-MINUTE COFFEE MAKER 
L. Model 5D1 $ 
GRILL AND WAFFLE BAKER 

M. Model 2D3 





STEAM AND DRY IRON 
P. Model 482 


“FEATHERWEIGHT" IRON 
R. Model 4A4 


2-SLICE TOASTERS ; 
S. Model 1824 Automatic. $21.00 . : 
T. Model 1B21 Automatic. 17.95" 
U. Medel 1816 Powermatic 29.95" 


HOME HAIR CUTTING SETS | 
V. 6 Piece Set (13A1-6S). .$10.95* = 
W. 12-Pc. Set (13A1-125) ..17.95* 
9-Pc. Set (13A1-95 not 
shown) 


Build more profits into your electric 
housewares department by selling the com- 
plete Toastmaster line. There may be one 
or two popular products in any complete 
line which are too competitively priced in 
your area for adequate profit. By handling 
the complete Toastmaster line you can 
SELL UP ... or suggest other Toastmaster 


Here’s how to build appliances not so competitively priced... 


with greater profit for you. 


Mo : Remind your customers— ‘Toastmaster 

sales and profits with the quality is remembered long after the price 
tag is forgotten.’ Toastmaster appliances 

complete TOASTMASTER STAY SOLD. Sell the complete Toast- 
master line. Build your profit! Call your 


Quality Line distributor now! 





* Manufacturer's suggested list price 


1 AR-KEYSTONE. MARCI 





The TOASTMASTER Stainless Steel Fry Pan 


OUR Pp 
Slo 





FIRST OF ITS KIND! SQUARE-SHAPED, 
CONTROLLED-HEAT FRY PAN, MADE OF 

EASY-TO-CLEAN STAINLESS STEEL, 

FUSED FOREVER TO EVEN-COOKING aLummeuen "nt PRO 





Know the features that make the sales... and you'll close mor 
sales at better profit! Let’s look at the way this beautiful Toast- 
master Stainless Steel Fry Pan is made! It has exclusive features, 
convenience features, quality features . all helping you sell! 


ALUMINUM BOTTOM FOR BETTER 

HEAT DISPERSAL. Adds the highly desirable 
even-cooking properties of aluminum to the 
fry pan without adding excess weight. Foods 
won't stick to bottom of pan. 


EXTRA-LONG "'52-X" HEATING ELEMENT 
The extra length spreads heat uniformly over 
entire bottom of fry pan. 

No hot spots. No cold spots. 


HOUSEWIVES LOVE ""GLEAM OF 
STAINLESS STEEL.” Always attractive. 
Stainless steel inside and aluminum 
bottom beautifully finished . . . fry pan 
is a lovely serving piece as well as a 
kitchen utensil. 


COMPLETELY IMMERSIBLE 


Wonderfully easy to clean. Gleaming stain- 
less steel finish stays new-looking 
never pits or corrodes. Full family size— 
95-oz. capacity. 


in stainless stee! $9 295° 
model 8C!I 
$1495 ° 


Removable heat contro! 7 ge 4 ~ 
model 12Al $795 4 _ hh @) 
Stainless steel cover $650 Me ; ; ” a 


Aluminum cover $450" 


a 


in Aluminum mode! 8D! 


HEATING } 


) "52-x" 
’ 
| ELEMENT 


HANDLE SECURELY ATTACHED 
TO BODY. Not merely riveted on, 
but attached with expensive half- 
tang ecti prevents turn- 
ing; cannot become loose. 


PISTOL-GRIP HANDLE 
Designed for maximum 
user comfort. Equipped 
with non-rusting stain- 
less steel shield. 


AUTOMATIC SIGNAL LIGHT 
Turns on to signal when 
fry pan has reached Zs 5 
the exact cooking MELE oe . 
temperature selected. < REMOVABLE |. 
PROBE |" | 
contro. | ) 
“. i REMOVABLE PROBE CONTROL 
\" ' * Enables fry pan to be completely im- 


mersed in water for fast, easy clean- 
ing. Precision-built by Toastmaster. 





Sang ese 
EVEN-COOKING |" 

ALUMINUM 
BOTTOM 











w SLOT-LOCKED 
] SAFETY FEET 








SLOT-LOCKED SAFETY FEET 
Scientifically designed so feet can never 
twist or turn. 


ALUMINUM BOTTOM BONDED 

UNDER PRESSURE. The aluminum surface 
is actually fused with the stainless steel 
shell under 2,500 tons pressure. The mole- 
cules of the metal intermingle! Bottom can 
never separate from stainless steel shell. 
A Toastmaster exclusive! 








BUILT-IN COOKING GUIDE 
Conveniently located on han- 


PROBE CHANNEL OPEN AT 
BOTH ENDS. Prevents build-up of sedi- 
ment—channel stays clean so probe con- 


NEAT, CLEAN FINISH ON BOTTOM 
Smooth, acid-etched finish on aluminum 
bottom helps fry pan have a neat, clean 
appearance at all times. 


trol always makes proper contact. 


TRIPLE-PURPOSE SOLASTIC ELEMENT GUARD 
Impervious to heat, waterproof, provides insulation, 
too. This quality construction completely protects 
element at all times. 


dle directly above control dial, 
for easy reference. 


VENTED MATCHING COVER 
Made of easy-to-clean stainless steel. 


Use this ad to train your salespeople. 
For extra copies, write direct to Dept. J-30 


§rOeRSsSTMASTER 
SFist i in Clade Phomewares 


TOASTMASTER” is a registered trademark of McGraw-Edison Company 
Elgin, Ill., and Oakville, Ont. © 1960 
*'vae - 
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MR. JEWELRY STORE OWNER: 


Use Toastmaster quality appliances as profitable ‘‘add-on”’ 
volume builders. Each time a customer enters your store to 
make a payment on a ring or watch, show and sell the jewel- 
like craftsmanship of Toastmaster appliances. Know the 
Toastmaster quality features just as you know the features of 
the fine watches you sell. Add to your reputation as an expert 
who sells only quality products. Customers who buy Toast- 
master appliances will return to you to buy, again and again. 





TOASTMASTER DIVISION 
McGRAW-EDISON COMPANY 
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UNBEATABLE 


Seitz Ruby Shock magnified 30 times 


a * ] ™ & 
K-resisting by Seitz.... 


Simplicity! That’s the keynote of Seitz Ruby Shock Absorber System. Easy to 





understand...easy to clean and oil...easy to see why it completely protects the balance 
staff. Jewelers all over the world are finding this new shock-absorber system more reliable 


because of these specific benefits: 


Withstands violent action, reduces friction to 
minimum. 

Convex tapering balance jewel acts as self- cen- 
tering bearing, continually brings balance staff 
back to regular position. 

Large diameter of jewels provides unusually 
large oil sink. 

Pivots are never thirsty, ruby jewels never 
affected by air (can’t oxidize). 
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Waterproofing by Croton: 


The whole industry acknowledges Croton’s talent for water- ; e 
| “RAC ‘ECRPVICR” ARNDER FOR 

proofing — and the public knows it too! We know how to FAST SERVICE” ORDER FORM 
seal water out. beat condensation and deliver the most 
CROTON Watch Co., Inc. 
404 Park Avenue South, New York 16, N. Y. 
Piease ship as follows: 

Quantity Style Resale Keystone 


VINDICATOR 
with strap $39.95 $33.80 
with bracelet 49.95 35.80 
GALAXY 
with strap 49.95 45.80 
with bracelet 59.95 49.80 


waterproof* watch it's possible to design. Two brand new 


styles —the Vindicator and the Galaxy — feature the 





“unbeatable combination” of Seitz and Croton. Place your 





order now for immediate delivery. 





KLM Royal Dutcl Name 
Store Name 
Address 


City — Zone__.. State 


If you are a regular customer, or a new customer rated Ist or 2nd. we 
will ship open account, net 30 days. If not, send check with order. 
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How well 


do you know 


wedding ring 


cases? 


You can win $100 in this Dennison Style Contest. 


Look over these six Dennison Wedding Ring Cases 


carefully and see if you can judge how well they 


sell. If you can put all six in their exact order of 


sales by Dennison in 1959, you may win $100. Fill 


in the coupon and mail it no later than April 15. 


é _—s 
6X — SATIN PILLOW. Pear! plastic with a satin 
sheen. Dainty silk tassel adds to the pillow illu- 
sion. Soft satin lining with white ribbon loop 
makes a perfect setting for even the most expen- 


sive ring. 


8X — SEA SHELL. A white pear! plastic case with a 
debossed floral design on inside edges, forming a 
miniature picture frame for the ring. White 


rayon satin lining. 





2X — FOLDER. Compact, in- 3X — BOOK BOX. High 
expensive in white leather- style, low cost. White 
ette. Gold floral cover de- pebbled paper cover has a 
sign and snap fastener give gold panel embossed with 
this four-flap folder a lux- wedding bells. Base is cov- 
ury look. Velveteen pad ered with gold paper and 
and snug-ribbon loop pro- lined in velvet with ribbon 


vide protection. loop. 


11X — BEAD TOP BOX. The beaded beauty 
of the top of this shimmering white pearl 
plastic case makes it a popular choice. 
White rayon pad and ribbon loop hold ring 


securely in place. 


xe 
10X — FILIGREE HEART. A masterpiece of RV AOW 


plastic craftsmanship. One of the most in- 
tricate designs ever molded. Heart-shaped Helping you compete more effectively 


satin inlay pad with ribbon loop enhances 


the beauty of this opaque white case. 


| Dennison Mfg. Co., Advertising Department, Framingham, Mass. 


RU LES This is ry y estin ate of the order of sti yne through six) 


. One entry per person. 


2X LEATHERETTE FOLDER 8X SEA SHELL 
. Contestants must be employed bya retail store or 
jewelry department of a retail store on the | 3X BOOK BOX 10X FILIGREE HEART 


Jeweler'’s Circular-Keystone circulation list. | | 6X SATIN PILLOW 11X BEAD BOX 


. Entries must be postmarked no later than April 
15. 


. Allentries become the property of Dennison Mfg. 
Co.; and the decision of the judges is final. 


. The correct entry with the earliest postmark wins 
the $100 first prize. All other correct entries win 
one dozen Dennison Wedding Ring Cases. 








Sell 

the 

one 
nationally 
advertised 
brand 
that 
increases 
your 
profit 

and 

your 
prestige! 


retail from 
$3.50 


sold thru 
America’s 
leading 
jewelry 
wholesalers 


Sevenleel 


aoe 


ROYAL TREASURE NECKLACE 


Deltah’s fabulous simulated pearl creation 


this Cultique 

simulated pearl necklace is 
presented in the impressive 
Royal Treasure Chest 
which has lift-out tray 
and jewelry compartment 


underneath. 


Compare costly 
oyster grown 
cultured pearls with 


Cilligue® 
the amazing simulated 
pearl copy by Deltah 


Now-—the precious look of expensive 
cultured pearls is yours to enjoy when 
you possess a Cultique strand of 
luminous, iridescent simulated 
pearls! The resemblance is 
amazing—an exclusive, 

exciting creation by Deltah! £TS 
This exquisite necklace is decorated with a 

beautiful clasp set with blazing rhinestones, and comes 
in the blue and white Royal Treasure Chest shown. 


AT BETTER 
JEWELERS 
EVERYWHERE 
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with the priceless look 
of precious cultured pearls! 


“Royal Treasure Necklace” shown... $21.00 
Matching Earrings in a variety 
of fashionable styles... $7.00 


Pearls by Deltah Inc., Pawtucket, R. I. 


TIE-IN WITH DELTAH ADVERTISING 

FOR EASTER « MOTHER’S DAY « BRIDAL 
AND GRADUATION EVENTS — AND 
REMEMBER—PEARLS ARE FIRST CHOICE 
FOR EVERY GIFT GIVING OCCASION 
THROUGHOUT THE ENTIRE YEAR! 





"Since switching to Verd-A-Ray North White Incandescent and Fluorescent Lamps 
IT’S LIKE WORKING UNDER AN UNCHANGING NORTH LIGHT 


Va 
incandescent lamps carry j 
2500-4000 hour guarantee “ 





interior view of modern, tastefully appointed Max Davis jewelry store in Westgate Village, Toledo. North 
White incandescent reflector lamps are used overhead and North White fluorescent lamps light wall show- 


cases and office area, NORTH WHITE 
. a REFLECTORS and FLUORESCENT 
Prominent Midwest Jeweler reports on lighting that creates LAMPS for Store Window 


* * . * >. i 4 oy 
perfect visual conditions for the display and sale of jewelry. and Interiors 
cp ao ee, R-30 75 and 100 
Fine jewelry is a § : natural daylight. No matter what watt. Ideal for 
pleasure to view, ‘ the weather, we always have perfect window displays. 
rewarding in many @ <3 @ lighting inside. Believe me, this R-40 150 and 200 
ways to own. But ‘ : light is tops for creating a new watt. Designed 
trying to show the buying atmosphere. True colors are especially for 
customer the natural Max Davis actually accented, all jewelry en- jewelry display 
. er lighting. 

beauty of gems or de- hanced, and fine gems sparkle with 
tails of fine craftsmanship has been added brilliance. There is no dis- PAR-38 150 watt 

: ; . , lamp. Excellent for 
a constant problem to reputable tortion. For proof, try Verd-A-Ray St | 
: | G: | dauhial "_ NJ h Whi ' interior displays. 
jewelers. ince natural aaylig 1b is , orth uate ne xt to your present Beams greater dis- 
best, considerable time is lost taking lighting. You'll be amazed! ponte tee Ose 
customer and merchandise to a FLUORESCENT For 
windowed area or possibly outside. shaweases of ceil- 


A Verd-A-Ray lighting specialist SEND COUPON TODAY 


gS ae eS Beit : VERD-A-RAY CORPORATION, Dept. JC-360 
completely eliminated these prob 615 Front St., Toledo 5, Ohio 


lems for me, and that’s why I can- lengths a e 
not be too high in my praise of the ee ee Reflector lamps carry 2500-4000 
Verd-A-Ray North White reflector Nerth White[_} Incendescent{_} Fiverescent lamps. hour guarantee; fluorescent lamps, 
and fluorescent lamps. Sand te _ ve 7 ~ 17,000 consumer hours. 


VERD-A-RA 


coR PORATION 
615 Frent Street + Telede 5, Chie 


ing use. All popu- 
lor wattages and 


Now, it’s as if we were working 
under an unchanging north light 
skylight! This is even better than 

Direct factory sales representatives throughout the 


United States. In Canada it's Verd-A-Ray Industries, 


1285 Hodge Street, Montreal 9 
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“Oh, no! Not that!” 

Is this your reaction when a customer asks to see 
a cheap “bargain” watch? You know explaining the 
inside difference will sell him a good watch. But 1s it 
too much of a pain in the neck to try and convince 
this character? 

It doesn’t have to be! Try this prescription for 
better watch sales: 

Use your “Compare The Inside Difference” dis- 
play to let Mr. Bargain Hunter see for himself the 
precise jeweled movement of the quality watch 
and the rough works of the cheap watch you have 
mounted in the space provided. 

As he looks and learns, tell him the facts spelled 
out in the Quality Watch Booklet: that trouble-free 
accuracy can be achieved only through top-quality 
materials and that only polished, jeweled parts can 
reduce wear, give a watch long life. 

Sell him before he steps in your door! A series of 
newspaper mat ads coming to you soon* ties your 
store into the national advertising of Watchmakers 
of Switzerland. This advertising is telling the 
“Quality Watch” and the “Compare The Inside 
Difference” stories even stronger than last year. 

Before you know it, bargain watch hunters be- 
come quality watch buyers. 


If you don’t receive your display and mats by April 
10th., write us at the address below. 


THE DIFERENCE | 


Sa The Watchmak f Switzerland 
BK, e Watchmakers of Switzerlan 


c/o Suite 1105, 730 Fifth Avenue, New York 19 














PROFITS NEED A LIFT? 


. These books can start you moving ahead ! 


Our book department offers the following list of selected works pertaining to 


the JEWELRY and KINDRED TRADES, subject to editions being ° 


‘In print’’ at the time 


orders are received. We can supply titles from leading publishers. All prices 


quoted are net. 


No accounts opened for book purchases. 


anywhere in the United States. 


Books sent post-paid 


For the Gem Expert, Connoisseur and Student of Gemology 





GEMSTONES 
G. F. Herbert Smith 
Liberally illustrated 13th Edition—560 pas. 


GEMS AND GEM MATERIALS $6.75 


Drs. Kraus and Slawson 
Study of all basic and rare gem materials 


DIAMOND TECHNOLOGY 


Paul Grodzinski 
500 -rystal clear illustrations—800 pgs. 


THE ART OF THE LAPIDARY $7.00 


Francis J. Sperison 
Over 400 illustrations—382 pgs. 


$12.50 


$10.00 


THE WORLD OF JEWEL STONES $10.00 


Michael Weinstein 
Valuable reference book—448 pgs. 


A KEY TO PRECIOUS STONES $3.50 
L. J. Spencer D.Sc., F.R.G 
Illustrated work on gems 


STORY OF THE GEMS $5.95 
Herbert P. Whitlock 

Mineralogical background of precious, semi- 

precious stones 


GETTING ACQUAINTED WITH MINERALS $6.95 


George L. English & Davis E. Jensen 
Instructions for identifying over 500 different 
minerais 


HANDBOOK OF GEM IDENTIFICATION 
Richard T. Liddicoat, Jr. 
Generously illustrated—352 pgs. 


GEM TESTING Second edition 
B. W. Anderson, B. Sc., F.G.A. 
Simple, scientific tests 


A FIELD GUIDE TO ROCKS & MINERALS 


Dr. Frederick H. Pough 


GEM CUTTING 
J. Daniel Willems 
Explores the art of fashioning gemstones 


For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 





JEWELRY ENGRAVER’S MANUAL $4.25 
John J. Bowman & R. Allan Hardy 

Complete and authoritative, profusely illus- 

trated—143 pgs 


PRINCIPLES OF ELECTROPLATING AND 
ELECTROFORMING 


William Blum. & Geo. B. Hogaboom 
Revised and enlarged edition 


JEWELRY MAKING FOR SCHOOLS, TRADES- 
MEN. CRAFTSMEN Soft Cover $2.95 
Hard Cover $4.25 


Murray Bovin 
Describes all techniques, procedures of making 
jewelry 


JEWELRY REPAIR MANUAL $4.85 


Allan Hardy & John J. Bowman 
Suide to tools and techniques of repairing 
—also stone setting—166 pgs. 


JEWELRY DESIGNING & APPLIED DESIGN 
C. A. Jakeobb 
Instruction monual—S5 full page drawings 


ART MONOGRAMS & LETTERING $6.25 
19th Deluxe Edition—102 pgs. 


ART MONOGRAMS & LETTERING $3.00 


18th Edition—poper cover—49 pgs. 
ENGRAVING STYLE CHARTS $4.00 


Assorted—order by the doz. 


JEWELRY & SILVERWARE ENGRAVING $2.00 
CHARTS 


J. M. Bergling 
Set of four 


$40.00 


HERALDIC DESIGNS AND ENGRAVING 

J. M. Bergling & A. Tuston Hay 
Deluxe Edition—lIilustrated handbook and dic- 
tionary of terms—92 pgs. 


JEWELRY, GEM CUTTING AND METALCRAFT 
illiem T. Baxter 
Shier Hamaineiatae pags. 


JEWELRY AND ENAMELING 


Greta Pack 


ENGRAVING ON PRECIOUS METALS 
Brittain, Wolpert & Morton 
Textbook for beginner or expert—-225 pgs. 


METALCRAFT AND JEWELRY 


Emil F. Kronquist 
Well illustrated—191 pgs. 


JEWELRY MAKING AS AN ART EXPRESSION 


D. Kenneth Winebrenner 


For the Skilled Watch and Clock Maker, the Apprentice and Student 





WATCH REPAIRER’S MANUAL $6.50 
Henry B. Fried 
Covers all phases of watch repairing—306 pgs. 


KEYSTONE WATCH REPAIR RECORD BOOK $3.00 


2,000 entries—140 pgs. 


WATCHMAKER’S LATHE AND HOW T0 
USE IT 


$7.50 
Donald DeCarle 


Detailed explanations and illustrations—154 pgs. 


CLOCK AND WATCH ESCAPEMENTS $7.50 
. J. Gazele 

aaa of ad escapements illustrations— 

294 pas. 


WATCH AND CLOCKMAKER’S HANDBOOK 
E. J. Britten—Revised by J. W. Player 


15th Edition—605 pgs. 


$15.00 


WITH THE WATCHMAKER AT THE BENCH $3.50 


Donald DeCarle 
Profusely illustrated—243 pgs. 


PRACTICAL COURSE IN HOROLOGY $3.25 
Harold C. Kell 

Watch dined saa repoir mointenance, etc. 

—192 pgs. 


GEARS bs aa MECHANISMS 


Davis 
Gear gobo and adjustment 


WATCH REPAIR (1957) $4.85 
Harold C. Kelly 

Theoretical, practical and mechanical phases 

of horology—248 pgs. 


PRACTICAL CLOCK REPAIRING 
Donald DeCarle 
450 illustrations—230 pgs. 


On Silver for the Jeweler, Silversmith, Collector and Antiquarian 





THE STERLING ae, PATTERN INDEX 
1958 EDITIO 
Jewelers’ i Keystone 
Without Binder $17.50 
With Leather Binder $27.50 


More than 1,200 illustrations—indexes of 
pattern names 


Order Your Choices Today! 


THE JEWELERS’ 


AMERICAN SILVERSMITHS AND THEIR 
MARKS 111 


Stephen G C. Enske 
Invaluable historical and reference book— 
illustrated—285 pgs. 


BOOK OF OLD SIVER 


Seymour B. Wyler 
20,000 halimarks—447 pgs. 


ENGLISH SILVER—1675-1825 
Stephen G. C. Ensko & Edward Wenham 
Line drawing illustrations—109 pgs. 


THE GOLDSMITH’S AND SILVER- 
SMITH’S MANUAL 
Staton Abbey 
For those working in precious metals— 
105 pgs. 


CIRCULAR-KEYSTONE 


Chestnut & 56th Streets, Philadelphia 39, Pa. 


Check or money order must accompany all orders. 


Do not send cash. Prices subject to change without notice. No books sent on approval. 











Cemex Ushers I, 
a New Klegance © 
for a man's world} 
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740 (C) Y Jeweler’s Cost $4.05 Consumer Price $8.95 er; 
2587 (C) Stainiess Steel Jeweler’s Cost $2.70 Consumer Price $5.95 
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v 744 (C)Y Jeweler’s Cost $4.50 Consumer Price $9.95 rr: 
2588 (C) Stainless Steel Jeweler’s Cost $3.45 Consumer Price $6.95 


Gemex creates new excitement in classically simple satin-finished links, by 
dramatically highlighting their edges to heighten their eye-appeal. The result 
—watchbands that reflect true elegance, yet retain a bold masculinity. And 
Gemex’ s-m-o-0-t-h adjustability delivers the comfort your customers demand. 
Feature them—for the sales excitement and big profits that only the best in 
new styling can bring! 


“Sales Grow Where Quality Glows” 


ORDER FROM YOUR WHOLESALER TODAY 


the (= a \/| EX corporation 


UNION, NEW JERSEY 
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UFFERS YOU AS MANY 
NEW LETTUCE- MAKING 


OPPORTUNITIES 
AS BULOVA 


Bulova watches, slim and trim, In radio-stereo, real leadership news! 
Diamond for her, self-winding for him; New sets, new styles, from which to choose: 
Waterproof, too, in a choice of styles, Transistors, clock-radios, a few surprises, 
Florentine, plain or fancy dials: Prove what the Bulova jeweler realizes: 
Attachments and cases so strictly new The Bulova line, finest ever seen, 


And many watchmaking “‘firsts” for you. Is the way, in ’60, to make the “long green.” 


THE “SELLING SIXTIES” ARE HERE! 


And fabulous things have been predicted. To help make those predictions come true... the Bulova-line 
—like rabbits—has greatly multiplied. More new features, more values, more styling innovations 
(many of which are actually new concepts in the watchmaker’s art). More radios and stereo- 
phonographs... with newer, more luxurious jewelry-styling, exclusive for Bulova jewelers. And each 
new Bulova value for ’60 is backed by more advertising and promotion than ever before! Each is 


designed to help you get a hop, a skip and a jump ahead of competition ... to grab that green-stuff!! 


THAT BULOVA DIFFERENCE MULTIPLIES YOUR PROFITS: 
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REED & BARTON 


captures the changes in the air with 


the Lark the Star 


A new concept in form: the one pure, the 
other adorned. both for the young and aware. 


Debut in double-spread color advertisements in April and May* 


VOGUE, THE NEW YORKER, HOUSE BEAUTIFUL. 
LIVING FOR YOUNG HOMEMAKERS, MADEMOISELLE. 


SEVENTEEN, GLAMOUR-CHARM, HOUSE & GARDEN 


00.0 (Q)O READERS! reep & BARTON, TAUNTON, MASSACHUSETTS 


























See the 

30th 

Swiss Watch 
Exhibition 


Featured at the 





Swiss 
Industries Fair 








Basle 
April 23-May 3 
1960 


j 

'A dazzling show 

of Swiss watches 
embracing the entire 
range of production 
'and showing the latest 
Style and technical 
advancements 


Information, booklet 

and catalogue available 
from Consulate General of 
Switzerland, 

444 Madison Ave.., 

New York 22, New York 
Plaza 8-2560. 





My name is Paul M. Platzman, 


| pioneered the ultrasonic industry. Two well known ultra- 
sonic companies were founded by me. Now, | have created 
a new organization, Ultrasonic Industries, Inc., based on 
a revolutionary approach to mass producing and selling 


~~ 4 ultrasonic equipment. No middleman’s profit in this fac- 
ad tory — direct-to-you deal. 


a et 


t 


OLLI pt 


Tremendous savings are passed on to you the customer bringing form- 
‘erly high-priced ultrasonic cleaners within the range of everybody's 
budget. My products stand out because of their distinctive appearance, 
unbelievably low money-back-guaranteed prices—free five year serv- 
ice contract, and consistent trouble free performance under the most 
gruelling conditions. This is possible because my DiSONtegrator 


generators and transducers incorporate the latest advances in ultra- 


sonic technology. 


DI th. yA TEGRATOR® 


ULTRASONIC CLEANER 
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including tank, con- 
necting cable and 
instruction manual 
(export model: 220V 
— 50 cycles $7.50 
extra) 


The lowest priced ultrasonic cleaner ever sold! Buy ONE or 100 and Save! 


The DiSONtegrator System Forty ULTRASONIC CLEANER is attractively 
styled, ruggedly-built, and work-tested to give a lifetime of trouble-free 
service. 


The DiSONtegrator Features: 

Simplified one knob control for easy operation. High Frequency sound 
waves disintegrate harmful soils and contaminants in seconds. 

Saves time and labor, boosts production rate, improves product. You 
can replace hazardous chemicals with safe solvents and even water. 


The DiSONtegrator works FAST 

In SECONDS you can disintegrate soils on: radioactive lab apparatus; 
glassware; medical instruments; test tubes, syringes, hypodermic 
needies; dental instruments, drills, burrs, false teeth, bridges; 
fossils and fossil foraminifera; electronic components, semi-conductors, 
crystals, switches, precision potentiometers; optical parts, lenses, 
plastic contact lenses, eyeglasses; timing mechanisms; small gear trains; 
miniature printed circuit boards; and hundreds of other items. 


in seconds you can remove: 

rust, oxides, shop dirts, dust, lint, preservatives, finger prints, machining chips, 
extrusion lubricants, paraffin, wax, paint, varnish, lacquer, plastic residue, resists, 
silicones, greases, cooked food residue, blood, plaster of paris, lapping com- 
pounds, carbon, radioactive particles, polishing compounds, shale, diatomite, 
volcanic tuffs, clay and sand, graphite, starches, cutting oils, heat treat scale, 
color stains, foundry sand, abrasives, quenching oil, salts, pitch, asphalt, tar, inks, 


adhesives, jewelers rouge, tripoli, resin flux, acid flux, many others 


The DiSONtegrator is VERSATILE 

in addition to super speed, surgical precision cleaning it can be used to 
brighten, quench, degrease, impregnate, decontaminate, pickle, etch, 
dip coat, emulsify, degas liquids, anodize, dye, mix, accelerate reactions. 


Ultrasonic cleaners are widely used 
in production lines, maintenance departments and laboratories. You 
should have at least one DiSONtegrator if your field is Electronic, 
Optical, Glass, Clinical, Biological, Textile, Oil, Food, Paper, Dental, 
Plastic, Drug, Rubber, Wood, Chemical, Isotope, Geological, Agronomi- 
cal, Metallurgical, Anthropological, Paleontological, Petrochemical. 
Ceramics, Dairy, Brewery, Beverage, Confectionery, Laboratories, Photo- 
graphic, Paint. Bottling, Cosmetic, Pharmaceutical, Metal Working, Metal 
Finishing, Die-Casting, Foundry, Plating, Meta Automotive, Air- 
craft, Horological, Jewelry, Medical, Marine, Mining, Utilities, Power 
Piants, Instrumentation. 


1b Gre at: B_Le Do @ Rom Bohs & > _= rb ad & - 3 


INC. 
141 ALBERTSON AVENUE - ALBERTSON, L. I., N.Y. 
Ploneer 1-4333 


IEW ELERS’ CIRCULAR-KEYSTONE, MA 
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I INTRODUCTORY OFFER 


2 Money Refunded (less shipping charges) if not completely satisfied. 


S60 5-DAY TRIAL 


Guarantee 
ou have 
nic machine } 
tion ® 


We will pay all shipping charges 
to any point within the con- 
tinental limits of the United 
tates (not including Alaska and 
Hawail), if you enclose check 
with order. 
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UNPRECEDENTED FREE 5 YEAR SERVICE CONTRACT 


The DiSONtegrator — System Forty is available from stock for im- 
mediate delivery in unlimited quantities. 





SPECIFICATIONS 


GENERATOR INPUT: 117 V, 60 cycle — GENERATOR OUTPUT: 40 W. SO KC 
DIMENSIONS: GENERATOR: 10° Lx 7” Wx 5%4”" H 

Tank (overall) 6/4" L x 7° W x 64" H 

Tank (inside) 5'/7."" L x 5%4"" W x 4" D 

Tank (capacity) 0.5 gal. 














FOR THE FIRST TIME — you have a choice of 6 beautiful decorator 
colors to harmonize with your office or laboratory decor: Ivory, 
Wheat yellow, Turquoise, Desert sand, Pale green and Soft gray. 
Please specify color when ordering. 


TO: Ultrasonic Industries, Inc., Dept. 1-JC-K 3 
141 Albertson Avenue, Albertson, L. |., N. Y i] 
Gentlemen: Please ship — DiSONtegrator® System Forty i 


_ OU Ivory _| Wheat yellow U Turquoise 
Unit(s) @ $99.95 ea. Cl Desert sand © Pale green 2 Soft gray £ 








| understand that my money will be refunded if not completely i 
Satisfied after 5 day trial. i 





check enclosed (freight prepaid) () C.0.D. 
|_} bill me (rated firms only) () Please put us on your mailing list 5 
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New! Bonus Profit 


INTRODUCTORY OFFER! 


One Extra CLOCK FREE with “Profit Pack” 
Kitchen Clock Assortment! Over 42% Profit 


. Tambourine 


oon (ie tox 





Order and display the new ‘“Tambourine- : 
Sonnet Profit Pack’’ containing 4 Tambourine No. 1211. Tambourine-Sonnet Profit Pack. 
d 7 S- i le 4 be wall lo ‘ks Yo et one Choose your own colors! Includes: 
an SONNE CleCcuric ail COURS. gu Fel one 4 No. 905 Tambourine. Yellow, White, Nutmeg. 


Sonnet free! 7 No. 906 Sonnet. White, Yellow, Pink. 
. : Piet 1 No. 906 Sonnet. FREE! 
arg 2 S ¢ iC i 
Profit margin on deal is a whopping 42% ines tiene wnese dae 


7: _ oe aan 
C : C : 

Backed by Gigantic f romotion! Both clocks DEALER cost *46.05 
are nationally advertised on the network TV 
spectacular “Special Tonight’. In recent nationwide marketing tests in key distribution areas 

conducted under normal competitive conditions, the Sonnet and 


CASH IN NOW! OFFER EXPIRES MAY 14, 1960 Tambourine both outsold competitively priced clocks 2 to 1! 











Call Your Westclox Representative Now for Details ... or Wire Us Direct! 
Depend On Westclox For Full Profit Promotion! 


WESTCL, 


/ rl 
MAKERS OF BIG BEN e DIVISION OF GENERAL TIME CORPORATION e LA SALLE-PERU, ILLINOIS —y =; t || ai 
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Pilfer-proof ADD-ON 


Watch Display Cases 
E with your watch assortment orders! 


here. Order from your Westclox representative RIGHT 
NOW! 

FREE WITH THESE 5-WATCH ASSORTMENTS 
Each watch comes in its own gift box! 


Stack them up or stack them side-by-side. They inter- 
lock instantly making building-block, handsome, selling 
displays...tailored to your needs! Plexi-glass enciosed, 
they are permanent. 

And, they are absolutely pilfer-proof—even in high 
traffic areas. You canremove contents easily but pilferers 
cannot! You can further protect contents with chain or 
wire through lock holes. 

New Display Cases are FREE with your watch 
assortment order. Choose assortments from those listed 
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DEALER COST: $55.10 
DEALER COST: $44.49 
DEALER COST: $41.17 
DEALER COST: $48.51 
DEALER COST: $56.26 


Asst. 7430. Ballet (as shown) 

Asst. 6530. Coquette Fashion. 

Asst. 6890. Sport Waterproof. 

Asst. 7570. Shadow Thin Waterproof. 
Asst. 7800. Lance Self-Winding. 


Westclox continues TV’s most popular live spectacular series’! 


py TV NEWS! 


Our 75th Year 


MAKERS OF BIG BEN 


‘*‘SPECIAL TONIGHT" with Westclox hostess, Betsy Palmer 
Mar. 20: Valley of Decision—CBS-TV network 
Apr. 20: Ninotchka—ABC-TV network 


Serving the Timepiece Industry 





rOR EXTRA SALES....... 


with 


new Hmblematies 


Now Available . .. handsome Speidel watchbands that you can convert 


in minutes to a personalized jewelry item by using the 


appropriate fraternal emblems or machine engraved initials, school 


or college letters or emblems, awards and dates! 
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6-piece unit 
Retailers 
. Cost $35.10 


—.. 
| 








Here’s a brand new field for extra 
sales — Speidel Emblematics for fraternal 
awards and club trophies... as well as 
perfect gifts for Father’s Day, Graduation 
... literally hundreds of gift occasions! 
Each Emblematic unit consists of six pieces, 
four bands with Masonic emblems, two 
bands with plain Lea finish plaques for en 
graving. Also included free sets of emblems 
for Shrine and Knights of Columbus. Elks 
and Caduceus emblems are also available. 


Order your Emblematic units today. 
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Emblems Available 


These emblems Cal) be permanently 
attached to Speidel Emblematic watchbands 
in this manner in less than two minutes! 





CORPORATION 


70 SHIP STREET 
PROVIDENCE, RHODE ISLAND 



































3 Inside band — slide locks toward center to secure emblems 
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_ GUSTOM-MAKE WATCHBANDS 


andthe new hermes “naray 
I 70, 














These handsome lettering styles, 
specially selected for Speidel 
Emblematics are only a few of the hundreds 
of styles easily engraved with ENGRAVOGRAPH. 
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It’s so easy with coi —_ 
& 


ENGRAVOGRAPH, because 


you just trace from type. 


Anyone in your store can do 
beautiful, professional 
work in minutes, on round 


or flat surfaces. 


All merchandise sells faster, 
makes more money for you, 
when you personalize it 

with engraving. Engraving 


adds luxury to appearance 


titi 


_adds vears to 
remembrance... reduces 
returns. That’s why over 


18,000 jewelers agree... 


ENGRAVOGRAPH and 
iT 7 a. lry go rode thre 4 lake 
] 


SaUtECS and profits! 





cromentmm  RCUwWhermes 


contact your New Hermes ATID wgttecmage . mn NADAL ‘ 
ied in: Mitek Me ENGRAVING MACHINE CORPORATION 
154 WEST 14TH STREET, 


our complete catalog. 
NEW YORK 11, NEW YORK 
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THE LONGINES-WITTNAUER WATCH COMPANY 


takes pleasure in announcing the winners of the 


1959 COMPETITIONS 


AT THE 


GENEVA OBSERVATORY 


in these classifications 


a>* CHRONOMETRES DE BORD *<< 


Best. and new record . . . . . . . «. «. WACHERON & CONSTANTIN 
Best series of 4 chronometers . . . . . . VACHERON & CONSTANTIN 


2>* CHRONOMETRES DE POCHE *<< 


GRAND FORMAT 


Best individual chronometer. . . . . . . LONGINES 
Best series of 4 chronometers . . . . . . VACHERON & CONSTANTIN 


a>- CHRONOMETRES DE POCHE *<< 


PETIT FORMAT 
Best. and new record... . . .«. « »« « LONGINES 
Best series of 4 chronometers . . . . . . LONGINES 


COMMENTS 


Onis two of the world’s national observa- ucts of Longines-Wittnauer achieved substantial 
tories now conduct annual competitions among success in the 1959 competitions at the Geneva 
watchmakers. In past years these annual compe- Observatory. Looking over the records, however. 
titions were the stimulus that urged the fine watch- we find that LONGINES and VACHERON & 
makers of the world to create ever more accurate CONSTANTIN have participated in Observatory 
timepieces. Today, as in the Olympic Games, only Accuracy Competitions for almost a century 
the champions may compete and all are so close and among all the watches of the world, only 
to perfection that it is the honor of qualifying for LONGINES has been classified first in competi- 
the competition, rather than a triumph, which is tions organized by the four great observatories of 


significant. Nevertheless, we are proud that prod- Washington, Geneva, Kew-Teddington, Neuchatel. 


For Almost 100 Years, Leader of Highest Quality Watches 


LONGINES-WITTNAUER BUILDING * FIFTH AVENUE * NEW YORK, N. Y. 
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ME ¢ Vay be Vou! best 


\\ HO. L _ 
friend wont tell vou. but vou 


neighbors will. 


The neighbors of midtown Man- 


hattan jewelry manulacturers were 
pretty blunt about it. 

Said the neighbors to the jewelry 
makers: Frankly, you smell! 

(_ause of the offense Was the melt 
ing of castings, the paraffin burn-off 
sending smoke and noxious odors 
belching from the jewelers’ smoke- 
stacks, to cause burning eyes and 
twitching nostrils among area oflice 
workers. 


When 


jewelry makers turned the problem 


authorities spoke up, the 
over to a firm specializing in gas 
heating installations. 

The latter set up automatic con- 
trols which activate a solenoid to 
start the heating process al L a.m.. 
activate more solenoids at 5, 6 and 
¢ a.m. 

By the time oflice workers in the 
neighborhood clock in. the melting 
process is complete, the smoke and 
smell long since dispersed among the 
lOl flavors 


Manhattan’s air. and the 


which normally spice 


jewelry 





SPEAKING OF THE JEWELRY TRADE 


manutacturers live in happy concord 


with thei neighbors once more. 


si holarship received a rebuff in 


WRONG PLACE: 
Britain re ently. 


Silversmith Barry Langford had 
been delivering a series of lectures 
on a topic close to his heart, “How 
to collect silver.” 

Official evebrows arched, however, 


at his choice of audiences prisoners 


( > a 


it NS 


in Wormwood Scrubs and other no 
torious British pokeys. 

Although the authorities were dis- 
pleased—*“. . . they fear it might 
to collect only the 


Langford explains. 


teach some 
best stuff 
the audiences were elated. Old lags 


popped such questions as how do you 


melt down silver on a cookstove? 
and can good silver be chosen in the 


dark by sense of touch ? 


A NICE IDEA. BUT. 


Better Business Bureau recent, 


. . Chicago’s 


cracked down on a car dealer who 
was using the lure of “free” dia- 
monds to bring people into his show- 
room. 

Emblazoned across his showroom 
was a sign reading: “FREE—GENUL- 
INE DIAMONDS——NO GIMMICKS 

Nothing to BUY! JUST PICK 
OUT \ DIAMOND — and = its 
YOURS.” 

bureau investigators got a sam 
pling of the dealers “diamonds,” 
had them appraised by experts. Said 
the latter: ““Crown’ glass—poorly- 
eround to imitate diamonds.” 

Most who responded to the sigen’s 
appeal were permitted to select a 
stone from a collection in a tumbler 
which entitled them to “special credit 
allowance’ at the car dealer’s. 

The credit card advised: “Take 
vour selection to your’ Favorite 
Jeweler to find out whether you have 


selected a Genuine Diamond or a 
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AN IMMEDIATE SALES SUCCESS BECAUSE 
OF QUALITY, PERFORMANCE AND VALUE 


Original Production 
Schedules Tripled 

to Keep Pace With 
Tremendous Demand! 


4-TRANSISTOR 
MODEL THA-IOOI 


With 2-Position Tone Control 
Complete with penlite battery, 
earphone and carrying case 


way 
M5 


ne 


‘ {WAS 
\ RRS SS 


Requires No Clinical 
Attention or Special 
Fittings. Packaged for 
Over-the-Counter Selling! 


4-TRANSISTOR 
MODEL THA-1002 


With 3-Position Tone Control 
Complete with penlite battery, 
deluxe earphone and carrying case 





4-TRANSISTOR HEARING AID 


o the millions of persons suffering from hearins 
“ee deficiencies. For the first time, precision engineered * TELEPHONE SWITCH 
Lowest Maintenance pi ay sty Phas cb , | ae 


TAO ov and nerformance of ec office worker: 
Cost of Any Hearing io RIRRe cme tiie Gee anes of sere Sins * 10 LOUDNESS SETTINGS 


Aid... Operates On rege meee ig oe ge 


gn 


’ ; ~ r 
i alas Opt 


iowest maintena 


A VA I L A B L E The overwhelming dealer response to our first ad gave etnies geet, Gihtmmmesion 
EVERYWHERE ample proof that they are important fast turn-ove * 4 QUALITY TRANSISTORS 
items that can be sold over-the-counter to the con- 
sume! . doctors, who specialize in hearing impair modern transistor plant 
ments, hailed the advent of hearing aids that measure * GUARANTEED ONE YEAR 


up to the highest qua 


which thev could safely prescribe to their patients defects for one year 


Nationally Advertised 
Extensive national advertising campaign 
in leading consumer publications 


Point-of-Sale Aid 


Eye-arresting, self-containing display 


card, consumer line folder and co-op ads! 


Jon ly / of restricted availability. The Toshiba transisto1 * 3 EARPHONE INSERT SIZES 
> > aay 
One [ enlite Battery ' hearing aid ‘rate on one inexpensive penlite batter, a oe there's « 





ha transistor aids are a hoot Quality Features 


stor hearings aids with features important conveni« 
. - | 1] 4 —" cutiw ar P 
ympetitive mode c selling fOr iD execu es ond 
r aids require no special batter. > ne wracking blasting. Adjusts t 
t personal heoring need 
ost burden to the user because ; g needs 
‘a re) sDe } ‘ee Q red 
stom-sized 


* SENSITIVE MICROPHONE 


nce cost —available everywhere 


Produced in the world’s largest and mos! 


lity and performance standards Sn cities te tiation auahee 
° y 











All Prices Quoted Are Suggested List 


For Complete Information and Literature Write Dept. J-3 


TRANSISTOR WORLD CORPORATION 
52 BROADWAY, NEW YORK 4, N. Y. 
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Chaton.’ (What's your 


To one customer who asked for a 


guess / } 


“tree” diamond, a salesman replied: 
“We don’t give them to lookers. Buy 
the car and we will give you two 
diamonds.” 

The Bureau wants the signs re 
vised and the dealer to explain what 
the “free” diamond business is all 


about. 


“OURS, | BELIEVE: Christmas trade 
had been heavy; the jeweler’s 
portals had opened, closed, opened. 
closed, with the frequency of the old. 
lime saloon’s swingin’ doors. 

\ few minutes before closing time. 
ihe weary jeweler pulled his shades. 
ind his clerks prepared to shut up 
shop. 

Then, one minute to closing time. 
the door swung wide once more. 
framing a woman heavily laden with 
parcels and in a state of obvious 
With her free hand she 


Hourished = a 


rritation. 
peevishly piece of 


‘tal. 


“| have vour door handle.” <he 


startled staff. 


qual to the occasion. the jeweler 


snapped at the 
tendered gracious 
return of his errant handle, loosened 
by the grasp of many hands, and 
sold its donor a small gift item. 
Confucious say: Good _ business 
may mean loose door handle; it is 
better to lose handle than sale, still 


better to keep both. 


ah FROM MISSOURI: Missourians 
are a canny lot; they ve got to 

be shown. And even then some of 

them wont believe what they see! 

Harry Bernat, now a jeweler in 
Kansas City. Mo., got proof of this 
some years ago when he was working 
in a jewelry loan office. 

\ well-dressed man came in one 
day and asked to see a ring marked 
$400. He scanned it briefly and an- 
nounced: “I'll take it.” 

\fter paying for it the customer 
stood for some minutes admiring his 
purchase. Then he turned to Bernat 

“Friend.” said he. “since I have 


Mm ide mi pur hase and ain perfectly 
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All | can see are three ounces of detergent . 


thanks for the 


satisfied with it, would you mind tell- 
ing me just what I have bought? Is 
this mounting solid gold?” 

Bernat replied, “No, it’s not gold 
but platinum. And it’s set with a 
senuine diamond.” 

“Don’t kid me, fellow,” 
the customer. “If this were a genuine 


snorted 


diamond it would have cost me 
$4.000.” 

Then he turned on his heel and 
stalked out. 

The diamond, needless to say, was 
cenuine. So was the platinum. 

Motto: Don’t give a Missourian a 


bargain: he may hate you for it 


H° ir—EM: Humorist Bennett Cerf 
credits China with the first 
alarm clock. 

According to Cerf. the honorable 


ancestor of all alarms was a burning 


taper which a Chinese gentleman of 
means stuck between his toes before 
settling down for his siesta. 

When the taper burned down 
further details are unnecessary: key 


word. obviously. is “alarm. 


CANARY: Walter B. Hoving. 


—— 
head of Tiffany's, was showing a 
small oroup the sights of that cele 
brated store. 
The Tittany 
high point of the tour. Mr. Hoving 


Diamond was the 


explained that the mammoth gem is 
the largest and finest canary dia- 
mond in the world. weighs 128.51 
carats. has 90 facets. 
“And it’s for sale, too.” he added. 
Somebody, there had to be some- 


body. popped the question: How 
much 7? 

$500,000," said Mr. 
loving. Seeing the questioner wince, 
Mr. Hoving smiled. “That's not too 


bad. We’d give you a year in which 


“Exactly 


to complete payment.” 
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Our watchband protits 


Match your own volume and turnover for all types of bands 
against other jewelers’ experience. First in a three-part 
series based on a JC-K survey conducted coast to coast 


® WHEN JOHN DOE’S WATCHBAND wears out or 
simply becomes old hat, out of tune with the 
times, he doesn’t have to go far to buy a new one. 
He can buy a replacement at a variety store, a 
drug store, a discount house, or a cigar store. 

Or he can go to a jewelry store. 

With a Heinz-like variety of retailers eager to 
furnish him with a watchband of sorts, does John 
Doe still buy bands in quantity from the jeweler? 
Does the sale of watchbands still provide the 
jeweler with a significant percentage of his total 
sales volume? If so, how many bands can he 
reasonably count on selling per month? What 
share is for women, what for men? What share 
is for the buver’s own use, what for gifts? How 
many shoppers have some brand or price level in 
mind when they come in? How many leave with 
another brand or a higher-priced attachment? 
What type of band sells best? And at what price? 

To find the answer to these and dozens of other 
questions, JEWELERS’ CIRCULAR-KEYSTONE spon- 
sored direct interviews with 117 jewelry stores— 
large and small, cash and installment—in cities 
and towns throughout the country. Professional 
polisters sought out owners and managers and 
asked searching questions... in quest of reliable, 
up-to-date information. 

Results of that survey, to be presented in this 
and two succeeding issues of JC-K, show decisive- 
ly that the sale of watchbands is an important 
source of revenue to most jewelers despite com- 
petition from non-jeweler outlets. 
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Replies to questions fired at jewelers were 
analyzed according to type and size of jewelry 
store: by smaller cash stores (with annual sales 
volume under $40,000); by larger cash stores 
(with annual sales volume over $40,000) ; and by 
installment stores of all sizes. Here are the ques- 
tions and answers: 


What percentage of your total dollar volume 
comes from watchband sales? 

Replies proved that watchbands deserve major 
consideration in most jewelers’ sales-planning. 

As Chart I shows, watchbands contribute a 
very sizable chunk to the total volume of smaller 
cash stores. (Remember: “smaller cash stores”’ 
mean stores with an annual gross of less than 
$40,000—and this group includes considerably 
more than half of all the jewelry stores in the 
nation. ) 

Over one-third of the smaller cash stores rely 
on watchband sales for at least 15 per cent of 
their total dollar volume; and more than one- 
sixth of them reckon on watchband sales for at 
least 25 per cent of their entire revenue. Watch- 
bands represent about 13.8 per cent of the total 
sales of all the jewelry stores in this size group. 

Watchbands bring in 6.5 per cent of the total 
sales volume done by larger cash stores (those 
grossing more than $40,000 per year per store). 
In some of these larger stores, watchbands rep- 
resent more than 20 per cent of storewide volume. 
And in fully one-third of all larger cash stores, 





SHARE OF JEWELRY STORE TOTAL VOLUME 
PRODUCED BY WAICHBAND SALES 


(How to read this chart: In 27.8% of large cash stores, 
watchbands represent 5 to 9% of total store-wide sales.*) 


°% of total store °% of small cash stores °% of large cash stores % of credit stores 
volume coming from with watchband volume with watchband volume with watchband volume 
watchband sales shown at left shown at left shown at left 


UNDER 5% 


20-24% 


CHART | 
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watchbands account for 10 per cent or more of 
total sales. 

In credit jewelry stores, watchbands average 
out to 9.4 per cent of total gross. 

Considering the industry as a whole, it seems 
safe to conclude that watchbands represent be- 
tween 7 and 8 per cent of the nation’s entire re- 
tail jewelry store sales volume. 


How many stock turns do you get per year with 
watchbands? 

Average turnover for watchbands is 3.1 for 
the jewelry industry as a whole. This is about 
twice as high as the storewide average for all 
kinds of merchandise. 

Large cash stores have the briskest trade—3.4 
turns, on the average, per year for their watch- 
band inventory. Small cash stores usually have 
2.8 turns with these items, and credit stores can 
expect 2.7 turns. 

Chart II shows the turnover range for all kinds 
of jewelry stores. Note that some stores, during 
a year’s time, sell more than 10 times the retail 
value of their average inventory! 


During the past year have you sold more, fewer, 
or the same number of bands as you did the pre- 
ceding year? 

Half of the big cash stores sold more bands; 
half said business was about the same. Install- 
ment and small cash stores were slightly less en- 
thusiastic: 45 per cent of the former said watch- 
band business was up, as did more than one-third 
of the latter. Only a handful of these stores said 
they had sold fewer bands. 


Do you sell more men’s or women’s models? 

All categories of stores sell more men’s than 
women’s watch attachments. In smaller cash 
stores, the ratio is 54 men’s bands to 46 women’s. 
In larger cash stores, 59 men’s bands for every 
41 women’s. And in credit stores, the proportion 
is 56 men’s models to 44 women’s. 

One possible reason for the larger demand for 
men’s watchbands: Men are more apt than 
women to wear wristwatches all day every 
day. Moral: In window displays of watchbands, 
be sure to include a good selection of men’s 
models, because men are likelier buying prospects 
than women. 


How many watchbands did you sell last month? 
Average number of bands sold in 30 days (June 
1959) by each type of store was as follows: 
Large cash stores, 72 men’s bands, 50 women’s: 
installment stores, 50 men’s bands, 40 women’s; 
small cash stores, 32 men’s bands, 27 women’s. 
So that you may more easily decide whether 
your own watchband business was “par,” con- 
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sider the following sales by stores of your own 
size and type: 


MEN’S WATCHBANDS SOLD IN 30-DAY PERIOD 
by small cash stores— 
42% of stores sold 1-19 bands. 
33% of stores sold 20-49 bands. 
21% of stores sold 50-99 bands. 
4% of stores sold more than 100 bands. 
(Small store average: 32) 


by large cash stores— 
16% of stores sold 1-19 bands. 
38% of stores sold 20-49 bands. 
25% of stores sold 50-99 bands. 
21% of stores sold more than 100 bands. 
(Large store average: 72) 


by credit stores— 
8% of stores sold 1-19 bands. 
48% of stores sold 20-49 bands. 
36% of stores sold 50-99 bands. 
8% of stores sold more than 100 bands. 
(Credit store average: 50) 


WOMEN’S WATCHBANDS SOLD IN 30-DAY PERIOD 
by small cash stores— 
50% of stores sold 1-19 bands. 
35% of stores sold 20-49 bands. 
13% of stores sold 50-99 bands. 
2% of stores sold more than 100 bands. 
(Small store average: 27) 


by large cash stores— 
13% of stores sold 1-19 bands. 
48% of stores sold 20-49 bands. 
22% of stores sold 50-99 bands. 
17% of stores sold more than 100 bands. 
(Large store average: 50) 


by credit stores— 
28% of stores sold 1-19 bands. 
40% of stores sold 20-49 bands. 
24% of stores sold 50-99 bands. 
8% of stores sold more than 100 bands. 
(Credit store average: 40) 


Note the wide variation in number of bands 
sold. The difference is not merely in size of store. 
One store may sell 100 bands a month, while an- 
other store of the same size sells only 10. Later 
on, this study will show some of the things that 
successful stores do to push their watchband 
business. 


What type of watchband sells best? 


Customer preference, both masculine and femi- 
nine, runs strongly to metal-expansion watch- 
bands. As indicated in Chart III, more than half 


JEWELERS’ CIRCULAR-KEYSTONE, MARCH 1960 





(How to read this chart: 16% of men’s watchbands sold in small cash jewelry stores are nylon*) 


Type of construction %o, by type, of %o, by type, of %o, by type, of %o, by type, of 
i i sold in 
and/or material bands sold in bands sold in bands sold in bands . 
small cash stores large cash stores credit stores all jeweiry stores 


ue Mess AB ENOER | i 


) 'SEMI-EXPANSION 


: 
, 


METAL NON- el 


1 
| 
| 


METAL EXPANSION 





OS ERLE ON RE RRL PRS ONES 


Ne i 
~~ CORD 








SEMI-EXPANSION 


LEATHER 
METAL NON-EXPANSION 


NYLON 


OTHER l 
CHART lil 
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VEIL ERS’ WATCHBAND STOCK TURN 
NELERS’ WATCHBAND STOCK TURN 


J 
a 7 


(How to read this chart: 16.7% of credit stores have 3 stock turns per year.*) 


°% of small cash 
stores with turn 
shown at left 


Number of turns 
per year 


average: 2.8 


of all bands sold to men and women are metal- 
expansion, six out of ten or better except in the 
case of women’s metal-expansion bands sold by 
small cash stores. All jewelers agree that second 
choice with men is leather (roughly 2 out of every 
10 men’s bands sold). Big cash and installment 
stores find cord bands running in second place 
with women, roughly 1 in every 10 women’s bands 
sold being cord. In small cash stores, however, 
semi-expansion bands have a slight edge over 
cord with the ladies. 

Small cash and installment stores find nylon in 
third place with male customers, while large cash 
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% of large cash % of credit stores 
stores with turn with turn shown 
shown at left at left 


20.8% 


average: 3.4 


' 


average: 2.7 CHART II 


store experience gives the nod to semi-expansion. 
Each comes up with a different candidate for the 
number three spot with women—small cash, cord; 
large cash, leather; and installment, semi-expan- 
sion. Sales of types other than these are small. 

Asked about the trend in customer requests for 
karat gold watchbands, most jewelers indicated 
little change. 

As to requests for men’s non-expansion bands 
with ratchet locks, 6 out of every 10 jewelers 
reported “‘no change.”’ Many stores reported less 
interest in this type of band. On the other hand, 

(please turn to page 102) 
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Invite passers-by to come in for a free 
watch inspection with this display 
which asks ‘“‘Have you been on time 
for your appointments lately?”’ A simple 
poster background shows the faces 
of a man and woman checking their 
watches while surrounded with nota- 
tions of appointments—‘‘Hair-dresser 
at 10 a.m.,” “Advertising Agency— 
3 p.m.,” “Service League Meeting 
at 2," “8—Bowling with Joe and 
Harry.’’ The watches on their wrists 
can be real watches slipped through 
slits in the poster. The faces may be 
painted in cartoon style or done in 
paper sculpture. A copy card in the 
foreground suggests periodic check-ups 
and the smartness of new watch 
bands. Watch parts and some watch 
repair tools may be arranged on a 
velvet pad in the foreground. 


© In promoting watch attachments and watch 
repair service, the jeweler has opportunity to 


P Bb d ' increase store prestige as well, by educating the 

romotion of , ail S public to appreciate the skill and craftsmanship 
of the watchmaker. 

It is understood by the general public that 


Can Boost Prestige even a good car needs a periodic change of oil 


and grease job. But a good watch is expected 

to run indefinitely with little or no care and at- 

tention. Education in both the intricacies of the 

watch mechanism and the training and skill re- 

By VIRGINIA DIXON quired to service this mechanism can be effec- 
JC-K Display Consultant tively achieved through window displays. S88 


insPee tien Recor DP 


— 


itemize principal operations in clean- Ate oe wupred 
ing and checking a watch on an over- 

size ‘‘Watch Inspection Record” against 

the window background. Few people 

realize what is involved in cleaning a 

watch and many would like to know. 

Dated columns could indicate the hg 

times the watch should come in for | — , aes 
checking. Have a good photograph Reid tain, Qian 
taken of your own watch repair man Chek oe 

at work and display it with some of Does gue eara? 
his tools and an open watch mechan- 

ism under a magnifying glass. A 

model auto might be shown with a 

copy card reading: “‘Your car gets 

regular 1000 mile check-ups . . . Does 

your watch? Remember that your 

watch runs 24 hours a day... its 

balance wheel rocks 5 times a second 

. . . 300 times a minute .. . 18,000 

times per hour.”’ 


JEWELERS 





Diamonds in marquise and other cuts form the flowers. 


Right—A high choker 
contrasts blue with 
white cultured pearls 


Left—A diamond pinwheel 
accents the cupola sleeve. 


NEw JEWELRY ECHOES 


T'rend to marquise and pear shapes in jewelry 
matches the outlines of ready-to-wear; 
offers chance for jewelers to promote jewelry 


that harmonizes with Spring's fashion picture 
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By JERRY GEWIRTZ, JC-K Fashion Consultant 


HE consistently growing popularity of the 

marquise and pear shapes in diamond en- 

gagement rings has had a powerful influence 
on the design of other diamond jewelry as well 
as watches and costume pieces. 

Designers in all parts of the industry have been 
influenced by the mobility and expressiveness of 
the fancy cuts and, unknown to each other, have 
created designs that are stamped with the impact 
of this softer, more subtle silhouette. 

This trend to the less severe in jewels emerges 
coincidentally at a time when the more relaxed, 
feminine, easy look in clothing once again pre- 
dominates. The curved contours of jewelry de- 
signed in the attenuated marquise and pear shapes 
have an intimate relationship with the new looser, 
lengthier outline in ready-to-wear, a line marked 
by the less pronounced waistline, the sometime 
“pear” shape skirt, the atypical funnel sleeve, the 
collar that snubs the collarbone. 

What a natural promotional partnership this is | 
for the jeweler who wants a newsworthy fashion snnuaer tae donee 
promotion! in watchease design. 

He has within reach the answer to that cus- 
tomer who wants to know what’s new or what’s 
appropriate for the new styles. The jeweler can 
coordinate the various elements involved in this 
new fashion and come up with an ad, a display, 

a store promotion that relates the ring to the 
watch to the costume jewelry necklace, to the 
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overall fashion story: the sumptuous supple look 
that lengthens with the dropped waist and moves 
in the same elongated shape as the marquise. 


Pears, Pears Everywhere 


And the jeweler has a multitude of items to 
tell this story. It is astonishing to realize the 
number of different kinds of jewelry that either 
represent the marquise or the pear in basic con- 
tour—or are composed of stones in those shapes. 
For example: New Spring costume jewelry of The “beehive” hairdo 
crystal or beads that form the high-rising (and makes earrings more 


(please turn to page 101) important than ever. 
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Jewelers Target: 33 Per Cent Sales Gain 


By 1966, there'll be a million more graduates at $20 each and 400,000 more 


weddings at $400 each. But, even so, an action program is called for, to put 


more jewelry store ideas into more people's minds, boost industry volume to 


$2 bilhon a year, and help raise each jewelry store’s volume by one third 


The following is condensed from a talk given 
by Mr. Schwab before the Pacific Northwest 
Jewelers Convention at Portland, Ore., on Feb. 
22. Mr. Schwab is chairman of the Policy and 
Plans Committee of the Jewelry Industry Council. 


® MANY OF US have been hearing so much about 
what’s going to happen in the Nineteen Sixties 
that we have become mesmerized. Well, here we 
are right smack in the beginning of what, for at 
least five years or more, has been labelled a new 
and brighter era for many businesses—and par- 
ticularly for the jewelry business. 

Now that we are in it, we should ask ourselves 
—‘‘What are we going to do about waking up 
out of our trance?” And the retail jeweler should 
also ask himself: “What will happen to me if I 
don’t get busy, really busy, in a systematic and 
organized fashion ?’’ 

Retail jewelry-store sales for the last seven 
years have been staying around the one billion 
four hundred to five hundred million mark. 

Now, a plateau, under some circumstances, 
may seem like a nice place to be. But a sales 
plateau is not a place where you can continue 
to stay—very long. Sooner or later, a decision 
to get off that plateau must be made by you or 
be made for you. And depending upon that deci- 
sion, you go down—down perhaps to eventual 
disintegration—or you move upward by starting 
an entirely new life cycle. 

One characteristic of our plateau period was 
use of the laziest idea in the world—the “sale” 
idea. Honest sales, ves, in some instances. but in 
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many instances, an awful lot of fictitious and dis- 
honest sales. 

tetail jewelers’ newspaper advertising expen- 
ditures went down. And I don’t doubt but what 
the same story could be told with respect to radio 
and direct-mail advertising. 

What else can you expect? “Sales,” of course, 
have their place in business. The “sale idea” is 
a perfectly good idea when properly used. But 
used too often or used dishonestly it burns itself 
out. Advertising space loses its productiveness 
with the eventual result that less and less adver- 
tising space is used. 

Nor is it surprising to find, because of lack of 
advertising that puts constructive ideas in the 
public’s mind, that one jewelry newspaper mat 
service after another had to go out of business. 

Complacency, lack of interest in making a fight 
for business, these and other reasons, no doubt, 
gave impetus in the retail jewelry field, as they 
did in other fields of retailing, to a marked in- 
crease in chain stores and mergers. (The latest 
figures I have on chain operations in the retail 
jewelry field show 311 chain organizations with 
1.667 stores. And that figure, I wager, would be 
still greater if some of the chain-store top brass 
had been able to put their hands on additional 
aggressive trained store managers. ) 


b 


Opportunity—and Competition 

The Nineteen Sixties have all the indications 
of an opportunity that offers the jeweler a new 
business life cycle—and a richer life cycle. 

The “Golden Sixties” have been pictured as an 





era in which a greater total population will have 
a greater spending power. You can probably 
expect some recessions, but the overall economy 
will be moving upward during the Sixties, and 
probably through 1975, at a considerably faster 
pace than it did in the 1950’s. 

The Sixties look especially promising for the 
jeweler. Changes are coming in sizes of popula- 
tion age-groups—changes that can mean impor- 
tant upward climbs in the size of your “big 
ticket” and “little ticket”? markets—the gradua- 
tion market—the engagement ring and pre-mar- 
riage market—the wedding gift market. 

You know these indications so well that you 
may think your future is blissfully and happily 
secure. But competition—and I mean competi- 
tion that appreciates the dollar-volume of all of 
the various gift markets which you may think 

By W. Waters Scuwas. are your private happy hunting grounds—also 
President, J. R. Wood & Sons, Ine. knows these indications! 

And that is why you cannot expect to safely 

stand still on the same old sales plateau. If you 


(please turn to page 93) 


Seven Years Seven Years Seven Years Seven Years 


1939-1945 1946-1952 1953-1959 [960-1966 


Road map to a $2 billion 
goal. Jewelers’ sales— 
$1,517,000,000 last year 
—can reach $2 billion at 
the end of the next seven 
years, according to W. 
Waters Schwab. Sales have 
been stuck on a plateau 
for the last seven years. 
Between now and 1966, 
Schwab said, jewelers 
should follow the pattern 
they established in 1946- 
52, when volume increased 
by $325,000,000. 





1959 I966 


Retail Sales Retail Sales Retail Sales Retail Sales 
$1,071,000,000 >1396,000,000 $1,517,.000,.000 $2,000,000,000 
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OLOR 


-a tool for more sales 


By ALLEN H. DAHME* 


® COLOR is one of the most influential factors in 
our lives. It has a stimulus every bit as real as 
sound or smell, and affects us knowingly and un- 
knowingly in almost everything we do. 

Technological progress has reached a new high 
in making color readily available in every phase 
of our lives. Thus, the average person is becom- 
ing more aware of color, more educated in its use. 
As a result, manufacturers and retailers are using 
color in almost every phase of selling to build 
sales volume 

Specifically, what can a retail jeweler do to cash 
in on color? A great deal, if he uses it properly. 
Sackground colors of the store should be fresh 
and up to date. They should be neutral enough 
to complement the wide variety of color in mer- 
chandise, yet sufficiently individual to create a 
cheerful atmosphere and a distinctive personality 
for the store, one that appeals to its particular 
class of trade and is in keeping with the quality 


* The author is president of Allen H. Dahme Associates, 
Inc., store designers and consultants, of Comstock Park, 


Mich. 


All colors appear as they do because of the 
Surrounding color. Notice these circles; al- 
though the same color, they appear to be 
different, because the surrounding colors 
are different. 
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DO Complementary background shows’ merchan- 
dise to best advantage. The plain surface shows 
the pattern of the plates best. Complementary con- 
trast of color and materials accents merchandise. 


of merchandise being sold. Proper lighting should 
always be used to dramatize color and to assure 
true color representation. 

This is a big order for the busy jeweler to 
handle by himself. It is almost impossible for the 
non-professional to take full advantage of the 
psychology of color, much less use it correctly for 
anything that must have as general an appeal as 
a retail store. Color improperly used can have a 
devastating effect on a store’s sales volume and 
profits. To make the most of color, a wise mer- 
chant will seek the advice of a professional con- 
sultant who knows how to use the tricks of color 
to give his store a pleasing physical appearance 
that will attract and hold customers. 


Create Illusions with Color 

Color may be used to create illusions in your 
store. For example, dark ceilings seem lower, light 
ceilings appear higher. With color, the expert can 





DON’T Don’t use display backgrounds of patterns 
that detract from the merchandise patterns. Lack 
of contrast in color and tone detracts from mer- 
chandise importance. 


camouflage fixtures, pipes, columns and other ob- 
jects. Color can be used to either attract or repel 
the shopper, to hide or to enhance merchandise. 
It can add direction to traffic lanes and can accent 
selling locations. Deep tones bring out whiteness 
in merchandise, while a grayed background will 
enrich colorful merchandise. Light, cool tones 
give the appearance of additional space to a small 
store. A long, narrow store will appear shorter 
and wider when you use a deep warm tone on the 
distant wall and light cool tones on the longer 
side walls. 

Properly applied in a retail store, color can im- 
prove customer service, make merchandise more 
attractive and can increase sales and profits. On 
the other hand, dusky interiors are responsible 
for lost sales in many stores. They interfere with 
efficient service, too. In some stores, old dark ma- 
hogany woodwork, dark flooring and drab walls 


( ple ase turn to page as) 


Maintenance colors—for floors and 
heavy-traffic areas. a. Light colors 
show dirt and soilage. b. Very 
dark colors will often show dirt and 
dust as well. c. Medium tone of 
color will be less likely to show 
dirt. Plain surface (c) will show dirt 
more than a mottled surface as 
in (d). 
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The 
CONTINENTAL 
SERIES 


by Flex-Let 


Exciting as the Spanish gold that inspired their creation, these opulent 
Flex-Let watchbands are the most elegant fashion news of the season. 
[heir designs are based on traditional Inca and Aztec 

motifs that were engraved upon golden platters, i:mple idols and 
offerings centuries before the Spaniards looted the New World 


Each watchband is a fabulous fashion creation that 
instantly transforms the appearance of even an old watch into a richly 
ornamental prece of jewelry. This means many extra sales for you. 


To sell the CONTINENTAL series you have only to display 
it in its blazing beauty. 


JUANITA 0635 (center catch) RETAIL $14.95 t.1., 
Keystone $11.80 Yellow or white 

Available with expansion center (#0636) RETAIL $12.95 t1., 
Keystone S9.80 Yellow or white 

SABRINA 0633 (center catch) RETAIL $14.95 tu, 
Keystone $11.80 Yellow or white 

GIGI 0631 (center catch) RETAIL $14.95 ti, 
Keystone $11.80 Yellow or white 

Available with T-ends (Mam ’selle) #0630 
COQUETTE 0632 (expansion) RETAIL $12.95 ci, 
Keystone $9.80 Yellow or white 

LUCIA 0634 (expansion) RETAIL $12.95 ti., 
Keystone $9.80 Yellow or white 


FLEX-LET CORPORATION 580 Fifth Ave., New York. New York 
in Canada: Flex-Let 0f Canada 830 George St. Sherbrooke, Quebec 
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GOLDEN 
TREASURE 


WATCHBANDS FOR MEN 


by Flex-Let 


Bold as the brigands who terrorized the entire Mediterranean from 
their secret Cyprian coves, Flex-Let’s new GOLDEN TREASURE 
watchbands for men hoist a new standard in male fashion. 

Every design in this swashbuckling new series 

is a modern treasure that will create new and valuable customers; 
inspire more and more impulse sales at your counter! 
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GOLDEN TREASURE WATCHBANDS FOR MEN, 
TRULY TREASURES OF STYLE! 


VANGUARD 0124 RETAIL $8.95 ci. Keystone $6.60 


Yellow only 


OLYMPIC 0115 RETAIL $9.95 ti, Keystone Plus $5.90 


Yellow onl, 


REGENT 0509 RETAIL $10.95 ci.. Keystone 87.00 
Yellow and white 


DOMINO 0581 RETAIL $10.95 t.., Keystone $7.80 
Yellow or white* 


FALCON 0183 RETAIL $12.95 t.i., Keystone $9.30 
Yellow or white 


MEN'S SIZE-O-MATIC WATCHBANDS 
blex-Let's famous Size-o-matic comsivruction gites jon 
the fastest. strongest, seif-sizing watchband ever misc 


j F | f 
All men’s bands are made with imterchaneeab/: 





*?)/20 10K Gold Filied 


FLEX-LET CORPORATION $80 Fifth Ave.. New. York, New York 
sn Cunada: Ficx-Let of Canada 830 George S!. Sherbrowbe, Quebec 





A JC-K aid to selling fine JEWELRY 


by 
JACK 
HARRITON 


Dainty, informal, 
these jewelry 
pieces are not 

too expensive to 
produce. Included 
are three bangle 
bracelets, two 
neck pieces 


and two rings. 


Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


The first visible evidence of the birth of any piece of which can be cut out and assembled in a folder. This 
custom-made jewelry is the sketch, which serves to define collection of material should be kept handy for consulta- 
the wishes and needs of the prospective purchaser and the tions with any special order prospect. With these, the 
recipient. To assist in the development of such sketches jeweler can quickly determine the kind of piece and 
—and business—JC-K presents each month, these plates, the type of design which will appeal to the customer. 


os 
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THE FLOWER OF PRECIOUS JEWELRY 


Finest quality...exquisitely designed...superlatively wrought 


Oscar Heyman & Brothers, Inc. 


O42 Filth Avenue, New York 19, N., Y. 





Treasured beyond all other gifts 


Home to the happiest birthday she has known. ...for all the years 


to come she will remember this birthday best, because your diamond 


' 


rift, precious, unique, will keep it shining always like a star. 


\ diamond Is forever. 


a diamond make memorable that special anniversary, or 


ul i j 


birthday, a debut, the birth of a child, or any significant event. 
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for more diamond sales 


NEW FREE’ 
DIAMOND GIFT 
RPOLDERS 


* Order 1000 free! Or order several thousand, 
and get your first thousand free. Enclose 75¢ 
for each additional thousand. 


These handsome new folders promote your dia- 
mond gifts for anniversaries, days of birth, engage- 
ment, other family gift occasions. They give 
interesting facts about diamonds, invite customers 


into your store. 


| se them for bill enclosures and for counter dis- 


tribution . . . take advantage of the year-round op- 


portunities for diamond gift sales. Space is provided 


for you to imprint your name and address. Order 
L000 free! Enclose 75¢ for each additional thou- 
sand. Order through Diamond Promotion Depart- 
ment, The Reuben H. Donnelley Corp., 230 East 


Sandford Blvd... Mt. Vernon. N. Y. 


To mark your proudest moments 
Tam at os amngtiut grt that cam 
ra mr OF 


ris ate ani rmhantiliy rece 


wi die mond “quality 


7 acts artoer 


é chow tagret 


3 ai Pen Se 


nuts of 


Diamond Gift advertising nown oppesite) is promoting \dvertising promoting the Engagement Diamond Tradition 
e gift sales for vour digémonds in Time, Newsweek. The Neu is working for you in The Saturday Evening Post. Look. 
Yorker, Town and intry, National Geographi Reader s Digest—tie in—keep diamond sales coming your wa\ 


DE BEERS CONSOLIDATED MINES, LTD. 
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Basic Books and Tools 


For the Gem Specialist 


The modern jeweler can’t afford to 
let the public think he’s guessing; the 
literature and equipment described here 
will support his status as an expert 


by Dr. FREDERICK H. POUGH 
Gemological Consultant to JC-K 


® THE JEWELER who wants to utilize his famil- 
iarity with stones as a status and business builder 
has to have a little equipment and a small library, 
both of which can be expanded as need and inter- 
est later dictate. 

To begin with the library: The revised G. F. 
Herbert-Smith book, Gemstones, reviewed last 
month, is still, we believe, the basic work. It 
contains long sections on the principles of gem- 
ology, the explanation and use of instruments, 
and the nature of the various gems. If the jeweler 
has no other book, he should have this one. There 
are many other instruction and reference books 
useful as sources of specialized information or for 
clearer explanations of testing techniques. In an- 
other article we will consider and compare some 
of those currently available and discuss their 
place in a jeweler’s library. They include such 
works as Kraus and Slawson’s Gems and Gem 
Materials, Walton’s Physical Gemology, and 
Quick and Leiper’s Gemcraft. All are general edu- 
cational; none is a reading book. 


Literary Status Symbols 


There are, however, some books that have a 
different job to do in the jeweler’s library. They 
are intended more for his customers and may 
lend prestige to the store which has them lying 
about. Foremost among today’s general works 
is Weinstein’s World of Jewel Stones. This deco- 
rative book is aimed at the customer rather than 
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Binocular microscope “blows up” gems, en- 
abling customers to see for themselves the 
true quality of a stone. This model is a 
Mark IV Gemolite. 


Emerald filter, left, distinguishes emeralds 
from other green stones. Dichroscope, right, 
identifies double refraction in colored stones. 


the jeweler. Captain Sinkankas’s Gemstones of 
North America is of great general interest to 
American readers because some sort of gemstone 
is found in almost every area. The book could be 
useful in arranging window displays featuring 
local stones. Such windows can be profitably tied 
in with local hobby groups, who will usually pro- 
vide the more interesting, non-commercial part 
of the display. 


Used Books Useful 

At any one time, comparatively few gemstone 
books are in print, so the list of currently avail- 
able, broadly interesting, English-language books 
from which the jeweler may build a library is 
short. However, a good many have been published 
through the years and those out of print may be 
bought from dealers in used books. Several of 
the older works are useful if the jeweler also 
makes gemology his hobby. The classic works of 
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utmost excellence. The new generation will not buy the mediocre. 
And diamond jewelry must face ever-stronger competition from the 
outside. From other luxuries skilfully pictured as necessities. 

Our views are shared by leading retail jewelers, coast-to-coast, 
featuring the Gomez line. We’d welcome your inquiry. 


FREE MATS 


No. 3276G6 and No. 3276GW9 pie No charge for small space 
14K white or natural gold i“ | selling ads to run with your 
(Enlarged to show detail) : | name in your local paper. 


J MANUFACTURING 
eee COMPANY 





JEWELERS - IMPORTERS OF DIAMONDS 
657 Mission Street + San Francisco 5 + YUkon 2-6828 


FAST SERVICE—wh . te a a aa ac 
we are only a few sees pee America s ~ Most Beautifully Styled Diamond Rings 





Kunz, for example, have long served as the prime 
source of material for the speeches, radio pro- 
grams and articles of the country’s jewelers. 
They are not too difficult to find on the second- 
hand market, and their place in gem literature 
is unique. One or two are an absolute “must” 
for any jeweler who does original promotion 
work. When we later discuss the full range of 
reasonably available gemological literature, we 
shall consider such classic works. 


Testing Equipment 
Now, as to instruments for the laboratory: 
What is essential for any jeweler? What would 
a real gem laboratory find useful? And what is 
best left to one or two commercial laboratories 
whose volume justifies the investment? 
Obviously, the first thing a jeweler buys is a 
loupe, but he soon needs something a little more 
refined. For his own work, it may be one of the Refractometer, a jeweler’s “must,” determines 
pairs of magnifying goggles that are so often type of stone by its amount of refraction; each 
used in sorting quantities of diamonds. For gemstone “bends” light at different angle. 
higher magnifications and for greater confidence 
when he begins to really know his business he’ll 
need a binocular microscope. These instruments 
are manufactured by several firms, both here and 
abroad, and they are not all equally good. Ameri- 
can companies making them are Bausch & Lomb 
and American Optical. They can be fitted to a 
special illuminating base that makes it easier to 
spot flaws in stones, though perfectly satisfac- 
tory results can be had from the standard model 
without such a gadget that limits its use in other 
applications. We have seen the beginnings of a 
Japanese invasion of this logical market, but so 
far no Japanese instrument has had the ver- 
satility of the American and European products. 
They compete only in price. Eventually the Japa- 
nese probably will make a microscope that is orig- 
inal, satisfactory, and competitively priced, but 
to date we have not seen anything very tempting. Polariscope, like the dichroscope, 
When they do make one, it will probably be ex- ceiageaes sys Trem Seve 
pensive, as are their fine cameras, so don’t wait re Se 
for a great drop in costs of a quality microscope! 


Seeing Inclusions 

While the binocular microscope is an instru- 
ment the jeweler can and should use in the ex- 
amination of his own stones, particularly of 
diamonds he is adding to his stock, it is of com- 
paratively little use as a selling tool. The most in- 
teresting recent device that will enable a customer 
to really see his stone, is the enlarging-projec- 
tion viewer developed by Albert S. Samuels of 
San Francisco (see JC-K, October, 1958). The 
jeweler who has studied his stone can use this 
viewer to very good advantage, showing the loca- Spectroscope enables jeweler to identify a 


tion of inclusions, pointing out how inconspicu- stone from the amount of spectrum from a 
(please turn to page 115) light source that is absorbed by the stone. 
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be _ The most wanted name in cultured pearls 


Precious...the cultured pearl that pays off in profits. It's Imperial...the best known, most wanted name 
in cultured pearls. It’s Imperial... the pace setter in new exciting jewelry fashions. It’s Imperial... the 
cultured pearl that is constantly publicized and advertised. It's Imperial...with tailored promotions that 
bring customers into the store. Why not get the facts now from your Imperial representative. 


IMPERIAL PEARL SYNDICATE, INC., world’s largest importers of the world’s finest cultured pearis 
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Quality Store, 


uality Merchandise 


@® MOST JEWELERS who love their profession 
dream of a store where everything from sur- 
roundings to merchandise is top quality only. 
Most jewelers must compromise, though. They 
don’t dare risk limiting their trade. 

But the owners of F. J. Cooper Inc., Phila- 
delphia, have taken the chance. Early this year 
they purchased a 20-foot front in the heart of 
the city’s busiest downtown district; and they 
erected there a fitting shrine for the treasures 
in which they deal. 

The tall, narrow facade is imported white 
marble, “hand-picked and without a blemish.” 





A few items scattered on draped 
velvet and _ individually spot- 
lighted, gleam in the dimly lit 
window of F. J. Cooper, a con- 
trast to the white marble facade. 


The theme of simple elegance is 
executed inside with off-white 
walls, gray carpeting, walnut dis- 
play cases lined with gray velvet 
and an abundance of flowers. 


These jewelers are gambling that 
the times are ripe for an exclu- 
sive store which sells only the 
finest in the finest surroundings 


Entrance and the one display window are Gothic 
arches: and their soft, dignified curve is re- 
peated again and again inside the store where 
ceilings are 20 feet high. 

Draperies of copper, gold and gray shantung 
curtain the final arch, hiding the diamond room 
and offices beyond. The effect is simple and 
dramatic against off-white walls and pearly gray, 
all-over carpeting. The handsome walnut dis- 
play cases are lined with gray velvet. Arrange- 
ments of real flowers stand in wall niches on 
the main floor and at the turn of the stairway 
which leads to the bridal room below. 

A cheerful sound of splashing water seems 
to lure you to this downstairs room. Under the 
stairway, on the lower level, is a fountain which 
falls gently into a small pool of lily pads and 
flowers. Several large crystal specimens flank 
the pool. 

The window to the office wall opposite the 
water fountain is alive with tropical fish swim- 
ming through unusual rocks and plants. 

“We feel that the times are ripe in Philadelphia 


(pli (IN¢é f747°7 fa DAG ¢ LO) 





she wishes for a beautiful diamond engagement ring 


and a beautiful wedding ring designed to match 


why sell rings that twist apart and do this Y Fil 


Why let your customer 
be disappointed with rings 
that separate and twist 
out of position? Be sure of a happy 
customer, a satisfied customer, by 
suggesting a Wed - Lok ring ensemble! 
A gentle “click” locks Wed - Lok rings 
together at two places. No separating, 
no twisting out of position. 
Narrow, medium, or wide styles; 
priced from 
$100 retail 


the ensemble. 


td = 


RINGS BY GRANAT 


f i A \ A | Zi W Ving Canpony 


MISSION STREET AT 20TH e SAN FRANCISCO 10, CALIFORNIA 


R)* TRADEMARK REG. U. S. PAT. OFF. WEOD-LOK RINGS ARE PROTECTEO BY U.S. PATENTS. ILLUSTRATIONS ENLARGED TO SHOW DETAIL 
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THAT 
NEW 


Before you say Yes 
to the salesman, 
ask yourself 


these 16 questions 


LIN E, — shall we take it on? 


By ERNEST W. FAIR 


® THE EVER-CHANGING TIDES OF BUSINESS again 
and again confront the retail jeweler with the 
decision: Should I take on a new line? 

If he makes the right decision, he will prob- 
ably profit; if he doesn’t, he will probably be out 
of pocket. Which way should he jump? On what 
grounds can he make a reasonable decision ? 

Sifting the reports of successful jewelers in 
many parts of the country on this ticklish ques- 
tion, we find a fair amount of agreement on 16 
essential questions a jeweler must ask himself 
when considering adding a new line. 


1. Is there genuine need for the item” 


If the new line fills a real gap, adding it to 
your inventory can be profitable. If it is merely 
an alternative to another line, better be wary. 


2. Does it fit into our inventory? 


It it is something far removed from the mer- 
chandise you have been carrying, efforts to sell 
the new line may disrupt long established selling 
techniques and routines and prove profitless in 
the long run. 


3. Will it cut into an already profitable line? 


To answer this you will have to determine 
as best you can whether the new line will merely 
transfer purchases from an already profitable 
line or whether it could bring in added dollar 
revenue. There is nothing to be gained by swap- 
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** 


ping apples for pears unless the “p” in pears 


stands for added profit. 
1. What’s the real profit margin on the new line? 


Don’t forget there is a crucial difference be- 
tween gross dollar margins and profit dollar mar- 
gins. What will the selling and promotional ex- 
pense on the new line be? If so much greater 
than on existing lines that it will seriously nar- 
row profit margins in the group, better think 
twice before taking it on. 


>. Who backs it up? 


The manufacturer must stand behind his prod- 
uct, make good on faulty items, or you, the re- 
tailer, will lose face with your customers. 


6. Do I have protection for the future if I take 
it on? 


Some lines carry exclusive rights for the re- 
tailer, a decided asset when introducing a new 
line. But make sure you are going to retain ex- 
clusive rights before laying out time and money 
for promotion. If you have no assurance of pro- 
tection after the “break-in” period, it is safer to 
let a competitor do the introductory promotion 
of a new line. 


7. Have I been handling related items by the 
same manufacturer? 


If your answer is “yes,” and you are satisfied 
with the manufacturer’s other products, you are 


(please turn to page 96) 
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“TAIA” — Order No. 256 10K Yellow G.F. Only $12.00 Key 


ARAB WAICH iy conn 
BY ADMARK 

This colorful and exciting bracelet-watch attachment is fast becoming a sales- 
leader wherever shown! Scarab originals by Admark are often copied, but 
never equalied. Superbly crafted with first quality European semi-precious 

stones and hand-soldered links. Admark alone helps you 

build profitable scarab business with these promotional 

aids: the world’s largest scarab bracelet (32” long, 
7 ASSORTED ON\ valued at $1,000); newspaper mats; leaflets and display i @ 

DISPLAY CARD \ cards. Order now—for immediate delivery! Se 

Retail 00 The most comprehensive 
$84.65 $78 Key 
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(Advertisement) 


METROPOLITAN NEW YORK 
JEWELER DISCOVERS.... 


Faced with increased competition from department stores 
and discount operations, a New York jeweler has found that 
quality is a stronger selling appeal than price. By maintain- 
ing a quality merchandise’ policy, Spivak’s Jewelers of Bay 
Shore, New York has grown and prospered in spite of heavy 


price advertising by competitors. 
QUALITY 1S When it comes to diamond rings, here's the experience of 
Mr. Ben Spivak as related in a recent letter to A. H. Pond 
Company: 
“I am located in a competitive market area where large 
KEY WEAPON department stores and discount houses are flaunting their 
so-called bargains in large newspaper ads that an individual 
store cannot afford to run. However, I have found that if 


PRI the consumer is given top quality merchandise at realistic 
prices, and it is shown and displayed in attractive surround- 


ings, the jeweler can maintain and increase his share of the 


business in his particular area. 
C0 Vi ? FTI] il N “Keepsake national advertising, coupled with this type of 
display, is a sure-power magnet to get the diamond ring 


buying public into the store, which is the main objective of 





Selling nationally adver- any advertising. 

tised top quality merchan- “Although our store was established in 1908, we have found 
dise increases volume and 
jeweler’s share of business 
in rugged “discount” market. 


that since moving into our new location and starting to 
feature Keepsake, both with an outdoor neon sign and with 
their eye-catching displays, our diamond ring volume has 
doubled in less than a year. 

Attractively dressed windows and prominent out- 


door sign immediately identify Spivak’s as top 
quality jeweler in Metropolitan New York area. 


GENUINE REGISTERED 


JEWELERS DIAMOND RINGS 
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(Advertisement) 








“T have also discovered that a great portion of this volume 
is derived from so-called ‘teen-agers, which proves that the 
Keepsake national ads aimed in that direction are hitting 
their mark. Also, the Keepsake trade-in feature is rapidly 
gaining strength with the adult trade. 

“I have also found that selling a remount job into a Keep- 
sake mounting is very easy, due to the acceptance of their 
trade mark by the consumer. All in all, after being estab- 
lished for 52 vears, I feel that a line like the Keepsake one 


is a natural for the legitimate jeweler.” 


Some of the strong, competitive sales advantages of the Keepsake 
program that have contributed to the success of Spivak’s and thou- 
sands of other authorized Keepsake Jewelers are: 

NATIONAL ADVERTISING—A national TV program, “American 
Bandstand” ABC-TV with host Dick Clark, the first network show 
ever sponsored by a diamond ring. . . plus big-space magazine adver- 
tising . . . both campaigns appealing directly to your best customers 
for diamond rings—Young America. 

DEALER SALES AIDS—A full lineup including newspaper mats, 
colorful motion displays, neon sign, point-of-sale aids, theater com- 
mercials, radio and TV spots, consumer literature, and a_ special 
“teen-age traffic building ofter. 

“YELLOW PAGES” ADVERTISING—A cooperative plan to iden- 
tify authorized Keepsale Jewelers in the “where-to-buy-it” section 
of local telephone books . . . tied in directly with all Keepsake 
Magazine advertising. 

PERFECT QUALITY—A big sales advantage for every Keepsake 
Jeweler . . . guaranteed and permanently registered for customer’s 
protection by the Keepsake certificate. 

NEW, EXCLUSIVE PROGRAM FOR YOUNG AMERICA—An ad- 
vertising and merchandising program geared specifically to attract 
more of the great teen-age market to Keepsake Jewelers’ stores . . . for 


engagement, wedding and lifetime business. 


If you are interested in increasing sales volume for 
more profits, write today to: 


A. H. POND CO., INC.—SYRACUSE 2, N. Y. 








Carefully planned modern store interior is perfect 
complement to store’s quality appeal. 








Diamond counter at Spivak’s allows customers to 
study and select rings in comfort. Note Keepsake 
Guarantee Certificate on counter. 





Spivak’s window displays tie in closely with brand 
name national advertising programs and act as 
“sure-power magnet to get the diamond ring 
buying public into the store.” 
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A blank wall formerly, this pegboard dis- 
play of costume jewelry produces 15 per 
cent of store’s volume. First section holds 
300 pairs of earrings. No department store 
in town lets women see, or try on, so large 


- 
a Stock. 


Pegboard Plus Costume Jewelry. 
A Traffic-Building Combination 


By NICK SAAD of Saad’s Jewelers, Dothan, Ala. 


@ “I’M SoRRY, but I don’t see what I’m looking 
for.”’ 

How many times have you heard a customer 
make this remark and walk out of your store? 

Then hours or days later while going through 
tray upon tray of costume jewelry stacked under 
the counters, you pick up an earring or necklace 
and say, “Well I’ll be darned. Here’s the color 
that Mrs. Jones wanted.”’ 

This sort of thing happened many times with 
us. The shape of our store—long and narrow— 
had something to do with it; we didn’t have 
room for cases on both walls. 

(Customers coming in to look at our small dis- 
play of costume jewelry usually walked out with- 
out seeing what they wanted. And, when we 
showed jewelry in the trays, we found it in a 
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mess from sliding to one side or looking picked 
over. Our costume jewelry stock had become so 
large that we had more under the counters than 
we had on display. 

Meanwhile, dress shops, men’s wear stores, 
drug stores, etc., were carrying costume jewelry, 
just as much as many jewelers. Now was the 
time to do something about it, and we did 
in the Fall of 1957. With proper display, and a 
large stock, perhaps we could lure some of their 
business into our store. 

We told a cabinet maker that we wanted to 
fill most of the blank wall with costume jewelry. 
We used two 6 foot and four 8 x 4-foot sections 
of pegboard, adding a shelf or two at the bottom 
and a cornice of shellacked walnut above, to 
match the blond wall and showcases. 

Result: a large, impressive display of costume 

(please turn page) 
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Past Exalted Ruler RINGS and BUTTONS 


Every Past Exalted Ruler 


will be proud to own 
one ot these handsome 
rings or buttons. Rings 
ire 14k vellow cold with 
hand chased white gold 
heads, buttons available 
in either white or vellow 
vold. many with == dia- 


monds, 


From $14.50 to 


$135.00 keystone 


Here’s a helpful hint—contact 
your local Elks Lodge early in 
April when new officers are 
elected. That’s the time for 


presentation jewelry sales! 


\Wrerreriing BS ey 2 C0. | Sne Cnblomatic Jewelry 


MENM®BER AMERICAN sSOociIieEe Ty 8S ROSE STREET, NEWARK 8, N. J. 








LINDE 


* ‘Linde’ is « registered trademark of Unien Carbide Corp. 
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SIARS 


‘Linde’* Stars are the only 

synthetic star sapphires and 
star rubies produced under 
quality controls so rigid 

they match the perfection 


of natural star gems. 


Your inquiries are invited. 


CHARLES F. WINSON 


S80 FIFTH AVENUE. NEW YORK 36 





Add your name to the 
list of major jewelry 
manufacturers who 
specify ‘Linde’ Stars, 
the finest synthetic 
gems in the world. 
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Bickson, Inc. 

M. Boner Company 

Botell Ring Co., Ine 

J. L. Brandt Co. 

Bristol Seamless 
Ring Corp. 
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Davidson & Sons Jiry. Co 
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D' Esposito Bros. 
E. S. Feinstein & Ce 
Flyer Brothers 
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Gevertz & Co., Ine. 
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jewelry—which now accounts for 15 per cent 
of our total business. We do about $7500 a year 
in the costume and fashion jewelry departments, 
including novelties and bridesmaid and usher 
gifts. This is quite an increase for a store whose 
first year’s business, just nine years ago in 1951, 
totaled only $12,000. 

The whole year round we have a larger display 
of costume jewelry than the largest department 
store in Dothan. The first pegboard section alone 
shows more than 300 pairs of earrings. Pieces 
are replaced as soon as they are sold. This pre- 
vents pilfering because you can see if a piece is 
missing. Our shortage has been less than one 
piece a month. 

Two sections are devoted to sets, 
lace and earrings, pin and earrings and 
and earrings. Another features children’s and 
teen-agers’ jewelry. (This is one of the most 
popular departments in our store for birthdays 
and proms. It is located near the cash register 
and results in many impulse sales to parents who 
bring their children in when making payments 
yx buying other items.) 

The last display is made up of halfprice 
jewelry that has been in the store for some time. 
We put items in this section before they go out 
of season, and many customers look there for 
bargains before leaving. 


such as neck- 


bracelet 


A Fair Mark-up 
We do not mark up according to looks. If an 
item is $6.75 per dozen cost, it is put out for $1 
plus taxes. If the cost is $13.50 the selling price 
is $1.98. We have found others marking merchan- 
dise according to looks and raising an item that 
costs 57¢ to the ridiculous price of $2.98 or more. 
This over-pricing has resulted in a flow of traffic 
away from jewelry stores to the specialty and de- 
partment stores, not only in the costume jewelry 
section, but in other departments as well. 

Our window is backed with pegboard. 
Every item has a price ticket, because it may 
look more expensive than it really is. When 
women stop to look in the window, they usually 
glance inside. And when they see the display 
along the wall, we often hear them say, “‘Let’s go 
inside and look. They have a lot more displaved 
there.’ Isn’t this traffic building? 

If you want traffic, 


why give plan a 
try ? Give people fair 


also 


not our 
value for their money. And 
remember, a good display makes it easy for your 
customer to see and select the piece of costume 
jewelry she needs to go with her new dress. The 
many fixtures adaptable to pegboard make it the 
easiest display—and the best seen display. In- 
crease your volume, and your profit with costume 
jewelry, an item worn by all women, including 
your wife. Zee 
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JEWELERS’ TARGET 

(continued from page 71) 

agree that happy day-dreaming won’t get you up 
to a higher sales plateau, then quite naturally 
certain questions must arise in your mind—ques- 
tions such as—‘‘What can we do?” “What steps 
can we take?” 


Getting the Jewelry Idea Across 


About 90 per cent of all the people who go 
into a jewelry store do so because they had a 
definite objective in mind. They want to get a 
watch repaired, a wedding anniversary present, 
a birthday present, a Christmas present or an 
engagement ring. 

In other words, practically every person going 
into a jewelry store has a reason in his head 
before he goes in. He is not shopping for ideas. 
He knows what he wants before he gets into a 
jewelry store. Isn’t it obvious, then, that the 
basic job for jewelers is to put more ideas about 
jewelry-store products into people’s minds—more 
often? When you do this, sales go up; when you 
don't do this, you not only stagnate but also run 
the risk of losing ground to competition. 

With these basic marketing facts in mind, look 
at the chart that accompanies this article. I call 
it ““A Road Map to a Two Billion Goal,” for it 
shows you “where you have been” and “where 
you can go.” It shows you how you can get to a 
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two billion dollar destination—by the end of the 
next seven years—on Dec. 31, 1966. 

To reach your two billion dollar goal in 1966 
you must show, as our road map indicates, an 
increase in 1966 of $483,000,000 over total busi- 
ness at the close of business in 1959. 

Does a 483 million increase seem like a stiff, 
an impossible, job? If so, consider these impor- 
tant differences between 1966 and 1959: 

@ In 1966 you will have the same number of 
high school and college graduates as you had in 
1959—plus 1,100,000 more of them. 

@ In 1966 you will have the same number of 
engagements and weddings you had in 1959— 
plus 400,000 more of them. 

Translate those plusses into dollars on the 
basis of $20 average per graduation—and $400 
average per wedding and you get extra returns 
from those two markets that exceed the 1959 
figure by $182,000,000. Deduct this safety cushion 
of $182 million in 1966 from my overall esti- 
mate and what do you find as the net amount of 
new business you must add in 1966 in order to 
hit that two-billion mark? Here is the figure you 
get—the figure of $301,000,000. 

Did you score such a gain in a seven-year period 
in recent years? Have you ever done as well or 
better? You don’t have to look very long at our 
road map to see that you have. 

Rule out the seven-year period from 1939 to 
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originals make money... 


Jewelers Have 
New Profit Source 
in Custom Designs 





One-of-a-kind designs in rings, pins, ear drops or other 


precious jewelry have lately become an important new 
source of income for many dealers. With original de- 
signs to offer you are set apart as the one to whom the 
community turns for the freshest and smartest in 
jewelry. You are the man who can provide the answer 
to the often difficult question of what to select for that 
important gift that must be different. To meet a rising 
demand for custom designed jewelry, the Schumer 
Brothers Company of 
Cincinnati has recently 
made its services available 
to jewelry dealers every- 
where: 

Each Schumer original 
is literally an exclusive 
and unique design. The 
design is submitted in art- 
work with the inscription: 
“Created expressly for 
(your customer's name) 
by (your name).” The 
original art is returned with the completed job as a 


record to be kept by dealer or customer. 


No Guesswork 
Schumer designs and craftsmanship are the results of 
over 50 years of custom experience and acceptance. 
Service on all Schumer special orders is fast and accu- 
rate with several features intended to please both dealer 


and customer. For instance, Schumer pays the postage 


both Ways on all orders including the transmittal of 
both artwork and finished piece. Rings will be person- 
alized with the dealer's or customers name stamped 
directly on the shank, at no additional cost. All work is 


guaranteed by Schumer, dealing exclusively in custom 


jewelry and not in re pair ul ork, 

Schumer has taken the guesswork out of special 
orders and put profit in. Now they are providing an 
important source of new business and wonderful oppor- 
tunities for merchandising. 

Nothing is more appropriate nor more greatly treas- 
ured than a really unique piece of jewelry. It's a won- 
dertul item packed with sales potential for you... and 
it can be had for surprisingly modest cost. Write for 
details today: Schumer Brothers, a division of Traub 
Manufacturing Company, makers of the famous Orange 
Blossom Diamond Rings. 

SCHUMER BROTHERS COMPANY 
329 EAST EIGHTH STREET, CINCINNATI 2, OHIO 
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1945—a period in which you rolled up a sales 
increase of almost $700,000,000—a period in 
which you had no competition. 

Now, take a look at the next seven-year period 
—the post-war period that ran from 1946 to 1952. 
Here was a period of increasing competition. 
Here was a period in which you showed a gain 
of $325.000,000 as against the $301,000,000 you 
need for 1966. 

I suggest to you, on the basis of past experi- 
ence, the pattern for you to follow—if you are 
to hit the two billion mark on Dec. 31, 1966—is 
the pattern you followed in the seven post-war 
years from 1946 through 1952. Here, then, is 
what is called for: 

® Get yourself filled with the enthusiasm you 
had in 1946—tthe enthusiasm that turned a “hold- 
ing operation” into an upward climb to greater 
volume. 

@ Regardless of whether you have cut your 
advertising appropriation or not, take a good look 
at your promotional expenditures in the light of 
new opportunities. Make sure that expenditure 
is adequate. Read your jewelry trade publica- 
tions with new enthusiasm. Get ideas and get 
enthusiasm in the advertising you buy—get en- 
thusiasm into all your promotional efforts. 


Jewelry Fashion Week 

Let’s turn our thoughts now to that big and 
important field for all jewelers—jewelry for 
Mwmomren. 

Three years ago, the Jewelry Industry Council, 
because of lack of financial support from retail 
jewelers, felt that its program for getting out 
ideas on women’s jewelry in relation to fashion 
was in jeopardy. The Council consulted with in- 
terested suppliers. Through funds supplied sole- 
ly by suppliers, the Council set up the Fashion 
Coordination Institute as a separate division for 
the express purpose of getting ideas on women’s 
jewelry regularly —and consistently —to the 
public. 

This last Christmas, karat gold jewelry, cos- 
tume jewelry, gold-filled jewelry—all kinds of 
jewelry for women—got a great boost from the 
work of the Fashion Coordination Institute. 
Through October, November and December, 
jewelry for women was promoted not only in 
newspapers but also on radio, in television and 
in magazines, with special jewelry covers in Life 
and in Vogue. 

This year—1960—there will be more publicity- 
more ideas—going out to girls, to young women 
and to women on jewelry from the Fashion Co- 
ordination Institute. And, in addition, there will 
be a concentrated nationwide organized drive on 
women’s jewelry. That nationwide drive, to be 
called ‘“‘National Jewelry Fashion Week,” is 
scheduled for the period from Oct. 3 to Oct. 8. 
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It will bring together manufacturer, wholesaler 
and retailer with two profit-making objectives in 
mind—the objective of getting more women to 
want more jewelry as 1960 Christmas gifts. Their 
interest will carry over into 1961. 

Within a year after the formation of the Fash- 
ion Coordination Institute, total promotional ef- 
forts carried on under the banner of the Council 
were further increased through the addition of 
the Ring Guild of America as a new affiliate. In 
this instance, manufacturers of stone, signet and 
emblematic rings, through special subscriptions, 
made possible a program that today is continu- 
ously offering promotional helps, such as year- 
round mats, window displays and direct-mail 
material for jewelers. 


Sales Helps for Your Store 

Moving ahead, now, into last year, 1959, we 
find still additional new activity. Here we find 
retail jewelers in all parts of the country turning 
to the Council for newspaper advertising help 
that would enable them to put ideas about 
jeweled-lever watches into the public’s head. And 
here, as was true with women’s jewelry and with 
rings, we find suppliers, this time watch suppliers, 
responding by subscribing the necessary funds to 
help do a newspaper advertising job—a job 
known as the Quality Watch Program—under 
Council auspices. 


So you see, for the last three years, the Council, 
year by year, through financial support from 
your suppliers has added additional activities. 
And meanwhile the Council continued its basic 
year-round job of publicizing all types of jewelry- 
store products—of promoting jewelry for all 
types of gift-giving occasions. 

In addition to getting ideas directly to the 
public through its publicity efforts, the Council 
has continued to give its retail members layouts, 
copy and art work for newspaper advertising, 
radio commercials, direct-mail copy and window 
display ideas in special Christmas portfolios. It 
has made special display cards available for other 
gift-giving occasions. It has continued to run off 
new editions of booklets for jewelers to distribute 
to their customers. It has furnished thousands of 
jewelers with different and varied manuscripts 
with which they can plan speeches on diamonds, 
watches, pearls, silver and other subjects, before 
women’s clubs, service clubs and other social and 
business groups. 

All this and more has been done by the Council 
as part of the nationwide job of helping you, the 
jeweler, put more ideas about jewelry in the pub- 
lic’s mind to the end that you will get more traffic 
and more sales. 

To expand on a scale that is adequate—really 
adequate—in the light of the opportunities that 
now face the jeweler, the Council needs far great- 
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e Buy straight sizes in single cuts, 
melee and full cuts 
Buy established ¢olor, quality 
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Buy uniform grading and sorting 
Buy at the most competitive prices 
Buy more than 100 years of 
diamond experience and integrity 


Buy all of these important 
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er support from a far greater number of jewelers. 

The retail jeweler has majority representation 
on its board of directors. Its chairman must be 
1 jeweler. You control its policies and its opera- 
tions. Suppliers in tough times as well as in good 
times have proved that they will support the 
Council. The big question before us today is: 
Will the jeweler do likewise in the new oppor- 
tunity for good times now ahead of us? 

That two billion dollar goal for 1966 is no blue 
sky dream. It is a practical target arrived at 
out of a study of statistics on people—people of 
the right age groups—people who are alive and 
breathing today—not people who are yet to be 
born—and equally important it is also a target 
arrived at out of a study of your own past ex- 
periences. 

Put jewelry-store ideas into more and more 
people’s minds. Do this consistently and system- 
atically. Do it in your own store efforts and in 
an expanded nationwide program under the ban- 
ner of the Jewelry Industry Council. Do this and 
vou cannot and will not miss hitting that two- 
billion target at the close of business seven years 


from now, on Dec. 31, 1966. Zae 


THAT NEW LINE 

ied from page 8&6) 
on pretty safe ground in taking on the new line. 
If vou don’t know the manufacturer, it is ad- 
visable to investigate his policies and procedures 
before acting. 


8. Will the new line cause conflict with long 
standing accounts? 


Old friends are usually good friends, in busi- 
ness as in social life. If addition of a new line 
could rupture good relations of long standing 
with other producers, the line must offer many 
advantages to offset this black mark. 


Has there been any manufacturer promotion 
on the line? 


A new product or line which has received ad- 
vanced promotion—in consumer publications, for 
example—has distinct advantages over one un- 
known to your customers. Pre-selling by the man- 
ufacturer demonstrates with hard dollars his own 
confidence in the line and simplifies your job 
of stimulating consumer interest. 


10. What continuing promotional assistance is 
offered? 


Any line whose manufacturer has a _ well- 
planned promotional campaign already underway 
is a better bet than one which does not. Your 





salespeople will need good advance promotion, 
together with as much continuing promotional 
help as the manufacturer can give. 


ll. Are discounts offered in line? 


If they are in conformity with current trade 
practices, all well and good. If they are below, 
someone will have to make up the difference: 
usually the jeweler. If they are unusually high, 
they may be masking an inferior product. 


12. Does the line smack of fad or might it be- 
come a future demand item? 


Fad lines require wide margins and special 
promotional effort; the number handled by any 
one store at a given time should be limited. A 
fad item typically is in great demand for a very 
brief time. Beware, lest you be left holding the 
fad bag, stuck with huge inventories in your 


storerooms. 


13. Has another jeweler in the area tried the 
line and failed with it? 


[f such is the case your taking it on may be 
unwise. Even though your efforts may be better, 
they will have to overcome the tremendous initial 
handicap of previous rejection. 


14. What does my staff think about the new line? 


Any projected new line should be discussed 
with your salespeople. They are the ones who 
will have to sell it. If there is emphatic objection 
to the product, you should hesitate before adding 
it to vour present inventory. 


15. Is there any data available on how the line 
has fared in other sections of the country? 


If such information can be secured through 
independent and reliable sources, it will be a 
great help to you in estimating what reception 
the new line will receive in your own area. It 
will also indicate what you may expect in rela- 
tions with the manufacturer, reliability of the 
product, etc. 


16. How wide is the possible use for the new 
line? 


Whether or not it will fit into your present in- 
ventory may depend on whether or not the line 
is a highly specialized one of limited use. Even 
the most crowded inventory can find a spot for 
merchandise with good sales possibilities. The 
greater the possible use, the greater the po- 
tential. aan 
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In the saga of rings, Star Sapphires 
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ana Kupies nolad a special piace. You 
too will wish to know more about these 
fascinating gems; ask your favorite 
supplier to show you his line of 


STAR OF FREYUNG* rings. 


Try the light test: Star of Freyung, 
GEMMA ring stones, are translucent 
when placed on a light, an important 
characteristic of natural star gems. 

A booklet, descriptive of the ohenomenon 
of asterism is available on request. 


SPECIAL OFFER 


Fill out and mail coupon with 10 cents to cover 
cost of postage and handling. Receive an attrac- 
tive gift of fine Bavarian china, valued at $2.50. 
Limited quantity, first come, first served. 
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47 West 47th St., New York 36, N.Y. 
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For the BASKETBALL ARMY 


 Bishen 


For this season’s army of basketball 
players — medals and charms — plain, 
with engraving or raised enamel letters. 
In Sterling, Gold Plate, Gold-Filled, and 
10-K and 14-K gold. Sports catalog on 
request. Through your wholesaler. 


J. M. FISHER COMPANY, Attleboro, Mass. 
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Why sell a no jewel pin lever, 
when Esquire offers precision 
jewel lever escapement watches 
for as low as $12.50. 
Esquire’s line of 17 jewel 
water resistant, Incabloc, 
lifetime mainspring with 
sweep second center is 
your answer to selling a 
dependable low priced 
watch. 


Write today for full 
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31 West 47th St., New York 36, N. Y. 
COtumbus 5-6975 


98 








A TOOL FOR MORE SALES 


(continued from page 73) 


COLOR— 


create an unfavorable psychological effect. These 
colors absorb light that should be reflected into 
the interior. Frequently colors found in stores re- 
flect less than 5 per cent of the light. However, 
the general area colors should reflect nearly 50 
per cent of the light (See Reflectance Chart). 


Per cent 
Color Reflectance 


White 82.8 
Ceiling flat white 82.8 
Dover white ee 
Modern ivory 72.0 
Shalimar yellow 71.9 
Petal pink 66.2 
Gulf green 64.2 
Wheat 62. 
Spring green 62. 
Mist gray 60. 
Pastel mocha 
Azure biue 
Cameo pink 
Flame blue 

Surf green 

Haze blue 
Suede 

Rose beige 

Dove gray 

Sage green 
Melon pink 
Cinnamon brown 
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Colors which do this create an atmosphere that 
is inviting and more pleasing to the eye. The 
higher the reflectance of the colors, the less light- 
ing is needed to carry the desired candle power 
on the merchandise which also lessens the con- 
trast of the light source. 


The Human Factor 
One of the most important elements influencing 


jewelry store sales volume is the “human factor.” 


In a pleasant store environment, sales people are 


A 


Dark and deep-toned colors have a feeling of weight 
while light colors, pastels and tints have a feeling 





of lightness and airiness. This helps the designer to 
control the type of atmosphere he may desire. 


in good spirits and have a friendly attitude 
towards customers and fellow workers. Customers 
like to patronize stores where clerks are friendly. 
They enjoy harmonious interiors although they 
may not always be aware that colors are mainly 
responsible for their desire to patronize a store. 











FACTS ON COLOR 


It can be used to attract and hold at- 
tention to your display. 


It can affect human behavior. Proper 
use will improve employee morale, and, 
hence, customer service. 


It can be used to create a feeling of 
well being, make your customers want 
to shop in your store more often and 
Stay longer. 


It is directly dependent upon lighting. 
These two phases of store design must 
be considered together. 


It is something which should be con- 
sidered at the beginning of your re 
building or remodeling plan. It should 
be planned with the aid of a color ex 


pert. 











Thus, color can be used for specific functional, 


optical and psychological purposes. 


Consider the Light Source 

In planning color for the retail store, the type 
and source of light must be considered. The 
amount, source and the type of light will affect 
the hues and the reflectance value of the color. 
Daylight is a “cold” light and will make cool 
colors, such as blues and greens, cooler. It will 
lessen the warmth of browns and reds. Incan- 
descent light is a warm light; it adds red or 
orange to the warmer colors. Reds, browns, yel- 
lows will appear to be even warmer and brighter 
than they actually are. Cold fluorescent light adds 
blues to certain colors. Blues will be bluer; greens 
will show as a blue-green; yellows will turn 
toward lemon; browns, reds and red-violets will 
become grayer and duller. 

Balanced lighting or a mixture of lighting will 
give the best illumination of merchandise and 
decorative colors. In a jewelry store, blues and 
soft grays are good backgrounds for diamonds, 
flatware, silverware, etc. Yellow, orange, yellow- 
greens should never be used for diamonds because 
the diamonds will reflect the color. The best of 
diamonds would appear poor in quality if they 
reflected the colors found in cheap diamonds. 
Nearly all hard surfaces reflect surrounding 
colors, especially under intense lighting; there- 
fore this should always be considered in your dis- 
play. Low-priced, high turn-over quantity items 
are best influenced by somewhat brighter color 
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See your wholesaler today and join the 
thousands of retailers already profiting 
from this terrific seller. 


130 WEST 46th ST. © NEW YORK 36. N. Y. 
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This replica of the Liberty Bell in cultured pearls, 
during the next 12 months will be displayed at lead- 
ing department and jewelry stores. 

Valued at 1 million dollars it is from the Mikimoto 
Collection. 


K. MIKIMOTO & CO. LTD. 
2 WEST 46th ST.. N.Y. C. 36, N.Y. 
JSUDSON 6-6992-3 





combinations. Quality merchandise requires more 
dignified surroundings and the use of more soft 
and grayed colors. The combination of color, 
lighting and the texture of material on which the 
merchandise is displayed has a tremendous effect 
upon the appearance of the merchandise. 

Good display should be the objective of every 
retail store. When a display is planned, thought 
should be given to attracting and holding atten- 
tion. An “attracting” color is usually the opposite 
of a “holding” color and has greater visibility. A 
“holding” color is one that is pleasant to see over 
a longer span of time. 

The addition of color to your store becomes ex- 
pensive only when improperly executed. The 
major expense is not in the material used, but in 
lost sales. Today’s designer has a vast source of 
materials and, with imagination, can often pro- 
vide an excellent selling environment without ex- 
pensive details and materials. Let him work with 
you on your budget so that he can give you the 
most for your money. You will be surprised what 
the designer can do with even the most out-moded 
store interior through the use of color. And it’s 
a safe bet that color renovation will pay off for 
you in added prestige, improved employee morale 
and greater sales and profits. Zee 


QUALITY STORE—QUALITY MERCHANDISE 
(continued from page 84) 

for a fine jewelry store which handles only the 
best,” says Theodore Cooper who, with his sister 
Elaine and brother Douglas, are third generation 
jewelers. 

“We carry no costume jewelry,’ Mr. Cooper 
points out. “. .. no gold or silver plate. Our 
emphasis is on quality, rather than quantity. 
By limiting our departments, we need fewer em- 
ploves, and we have time to expand our ser- 
vices to our customers—people who love precious 
gems and metals as we do.” 

Not that every item is fabulously expensive. 
“We do search the world over for unusual gems 
and jewelry,” says Mr. Cooper. “One of us is 
usually travelling. ... But we also carry gift 
items for just a few dollars—such pieces as 
handwrought sterling pins, made by our own 
craftsmen. 7 

Does this emphasis on quality bring more than 
the satisfaction of a dream come true? Is it 
paying the bills for this handsome store in Phila- 
delphia’s most expensive location? 

far, we are very much pleased,” say the 
owners. “The first month after our opening 
was way ahead of the same month last year.”’ 

If the “Soaring Sixties” predicted by economists 
live up to their promise, perhaps these “jewelers 
by birth” have hit on one formula for profes- 
sional satisfaction—and financial success. BS @ 
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NEW JEWELRY ECHOES FASHION SILHOUETTES 


(continued from page HY ) 


high in favor) dog collar and bib combinations 
include lantern-shaped, textured beads that look 
just like a marquise diamond. 

Watch cases are not only inspired by these gem 
cuts but are called just that. The marquise watch 
is presently obtainable in any number of varia- 
tions, all influenced by the basic shape. 


Precious and costume jewelry, larger in dimen- 
sions, broaden their own design horizons by using 
these shapes lavishly. The marquise, the pear, the 
trapeze, the brilliant; all join together now in one 
spectacular piece. One jeweler makes pear-shaped 


leaves that are concave, set pavé, so the over-all 
silhouette is one of a huge, undulating pear. 

The pear-shaped pendant is the successor in 
popularity to the diamond heart and is proving 
the bread and butter item for many manufac- 
turers and retailers at the present time. 

The flower, always a staple, is an important 
style item this Spring in costume and precious 
jewelry. Enamel-toned costume pieces have leaves 
suitably shaped in the marquise outline. A mag- 
nificent mobile diamond flower pin has a green- 
treated diamond marquise discreetly blooming at 
the stem of a bud of all marquises. The mobile— 
literally ““moving’’—is made so the stones are deli- 
cately mounted on springs and move with the 
wearer. This style is moving up, too. 

It’s a year for Jewelry over and beyond this 
important single trend that makes for good fash- 
ion copy and conversation. 

Beige and the light, breathless pastels in fabrics 
are as feminine as the jewelry available for 
sparkle and accent—stones and crystals of beige, 
amber, topaz, coral, turquoise and white. Each is 
worked singly so different tones of one color com- 
bine in a necklace, for example, that is a tonal 
range, stamped “Style 60.” 


Gold’s Got It Good 


Gold never had it so good! It will be the out- 
standing color to complement white and beige— 
for white, that snowballed into Spring, will stay 
solidly through Summer. White is really the 
bright touch for the jeweler because it never looks 
better than when it is accented by yellow gold. 
Grey and black pearls are a jeweled foil for the 
same neutral colors. 

Softer hair styles—the new cap coiffure, the 
bouffant set on the bias, the long bob brushed 
softly down, the “bee hive” obviously way up— 
need larger cluster or huge button earrings to 
show out. 

The back-of-the-head beret or the high funnel 
hat are brightly fashionable when a huge pin 
accents the center top. And speaking of pins, they 
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for Precise Time 
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There is a dependable Racine 
model for every chronograph 
requirement —for sports, 
industry, science, broadcasting 
— wherever timing perfection 
to the fraction of a second is 
required. Featuring world- 
famed Gallet movements. 


GALLET CHRONOGRAPH 
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stainless steel chronograph. 
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JULES RACINE «company, INC. 


20 WEST 47th STREET, NEW YORK 36 





SELL MORE 
GIFT ITEMS 


with QUICK SERVICE 


MONOGRAMMING 


You can RENT a 
KINGSLEY for 21¢ a day 


s50 Saleen * Hollywood 38, California 








TROPHIES 


Specializing 
in Custom Awards 
for every event... 


every purpose. 


In addition to a complete 
awards, 
statt of 


design 


ine standard 


fy 
iS / 


. & L. maintains a 
special 


may 


Write for free 30 page full 
color Catalog and price list 
showing the complete line 


of R. & L. Trophies. 


R. & L. MANUFACTURING CO. 


10 N. 26TH STREET, KENILWORTH, NEW JERSEY 
CHestnut 5-8560 














STOP 

losing sales on 

a high-profit item! 
START 

making 

money on 


ST 


PWA 


Why pass up stopwatch cus- 


tomers...stopwatch profits... 
when Clebor can furnish you 
with a complete line of super- 
accurate instruments for every 
precision timing need. 
Stopwatch of 
Split-Second Accuracy 


FILL OUT AND MAIL COUPON BELOW TO 


CLEBAR WATCH COMPANY, 15 W. 44th St., N. Y. 36 
Rush full information, catalog and wholesale price list. 
No obligation, of course. 


FREE 


Name 








Address 


Zone State 





City 
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grow in size as well as need this year. The longer 
waist that eases the middle is being shown by 
fashion czars with a pin set near the hip. Funnel- 
shaped sleeves that end abruptly at the elbow also 
get the jewel treatment with pins. 

Rings, wide flexible bracelets are out - sized, 
jeweled, textured, salable. Bare-sleeved suits and 
dresses demand larger jewel proportions to relieve 
the severity of the shortened sleeve. 

Easy is the word for the styles the elegant 
Sixties are ushering in. Chanel’s more casual look 
left its mark on every new season of the Fifties. 
It will be assured a more certain imprint in the 
Sixties. Zee 
EXPANDING YOUR WATCHBAND PROFITS 


(continued from page H6 ) 


one-fifth of the big cash stores said requests had 
increased, as did better than 10 per cent of the 
small cash stores. 


If your watchband sales have increased, why is 
this so? 

Nine out of 10 large cash stores attributed in- 
creased orders to better watchbands—easily ad- 
justable, better looking, better styled—and to ad- 
vertising and promotion by the manufacturers. 
Installment stores attached equal importance to 
their own efforts as retailers—increased sales 
effort, wider range of stock, and improved dis- 
plays. 

Small cash stores stressed still other reasons, 
usually tied to improved economic conditions and 
better location of stores. And small cash stores 
and installment stores joined in kind words for 
the improved quality of the manufacturer’s 
product. 


If your watchband sales have decreased, why is 
this so? 


The few installment stores whose band sales 
had dropped blamed local economic conditions or 
deteriorating store locations. 

Small cash stores thought local unemployment 
the chief offender but also blamed sale of cheap 
domestic and foreign bands through non-jeweler 
outlets, lack of near-by parking space, and main- 
tenance of a cash policy in a low income neigh- 
borhood. 


What price watchbands sell best? 


Both men and women buy more bands in the 
$6 to $7 area than in any other price range. To 
simplify the price scale in this report, we will 
break it into three sections—“low,”’ under $5; 
“medium,” $5 to $8.99; and “high,” $9 to $12.99. 

Men’s Bands: Half the big cash stores said 
high-priced men’s bands sell best; one-quarter 
voted for “medium” bands; and another quarter 





for low priced bands. Well over half of the in- 
stallment stores find medium-priced bands the 
best sellers. Eight out of 10 small cash stores 
reported their biggest sales in medium and low 
priced bands, with slightly more in the first cate- 
gory. Two out of 10 said high priced men’s bands 
were best sellers. 

Women’s Bands: Fewer women than men pay 
top prices for bands, the big cash stores indicate. 
Only 40 per cent of them reported most of their 
sales to women in the “high” bracket, against 
50 per cent for men. Another 40 per cent said 
“middle” bands were most popular with women, 
and a final 20 per cent said most of their sales 
to women were of low priced bands. 

As with men’s bands, one-fifth of the install- 
ment stores said most of their sales to women 
were of top priced bands. Again, a majority of 
them found “‘medium” bands most popular, with a 
quarter of the stores reporting that low priced 
bands sold best. 

More than half the small cash jewelers said 
women preferred “‘medium” bands; one-fifth said 
low priced bands moved best; and 15 per cent 
said their women customers preferred high priced 
bands. 


Ve rt month How many watchhband customers come 
nto the store with a particular brand or price pre fer- 
Cité mn mind 2 How many le ave the store with anothe r 
hrand OT a h ighe } price d hand? How many brands of 
wateh attachme nts do Ewe lers carry , What manutac- 


fire re’ Reé lling mids hie Ip moxgt 4 





ATTENTION: 
SALES MANAGERS! 


Will your firm’s products or services be listed 
in JC-K’s DIRECTORY ISSUE? (Without 
charge, of course.) 

NO—Not unless you fill in, and return, the 
Supple rs’ Cue stionnaire! 

YES, OF COURSE—If you send the filled-in 
Suppliers’ Questionnaire promptly to JC-K 
Directory Listings Editor, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 

But time is getting short. Coming out in mid- 
1960, the Directory Issue will be consulted 
thousands of times a day by retailers, whole- 
salers, manufacturers. More than 20,000 es- 
tablishments will check it for sources of sup- 
ply. So it is important for your firm to be 
listed. 

The Product Listing Sections will close within 
the next few weeks. Your firm has received a 
Supple rs’ Questionnaire - be sure that it is 
returned! If your questionnaire has been mis- 
placed write JC-K for another copy—today. 











"Pearls of Wisdom 
“Orienta 
Cultured Pearl 
Pendants 


Write for our illustrated folder. 


LEYS, CHRISTIE & CO., INC. 


65 Nassau St., New York 








IT WILL PAY YOU 
TO INVESTIGATE 





ie ' Smart buyers 
ne know that the 
> an finest Pepper 


Mills carry the 

j — label. Be sure you 
Amertea s stock and sell 
leading line the finest... 
Olde Thompson. 


Mechanism 
priced from $1.95 guaranteed 


to $24.95 








Write for THE GEORGE S. THOMPSON CORPORATION 
illustrated catalog 599 mission St., South Pasadena, California 

















Always in good taste 


THE NATURAL BLACK STAR SAPPHIRE 


Stylishly conservative 
portends GOOD FORTUNE to the wearer 
...@ FAIR PROFIT to the Jeweler 


Unmounted stones in qualities fitting every budget, 
for rings—tie clasps—cuff links— brooches— pen- 
dants—earrings—and other jewelry items. 


For quality gems, prompt attention and courteous service, always call 


JUdson 6-3185 
80 Fifth Ave. 


eH 
New York 36 


= WALTER ARNSTEIN Inc. 








More for your silver dollar with 





in 1881 »Rogers# Silverplate 
by Oneida Ltd. 


(C‘ustomers love it reports store after store. You can see why 





. the graceful, contemporary design .. . high quality . 
reasonable price—all make for sales success. You make full 
profit! kor 1960, new traffic-building displays and specials will 
build your sales even more. 50-pc. service for 8, $39.95; in 
smart chest, $49.95; 74-pc. service for 12 without chest, $59.95; 
in handsome drawer chest, $74.95. Also available in popular 


Lilac Time,* Proposal* and Enchantment ° patterns. 
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ONEIDA SILVERSMITHS 


& Heirloom* Sterling Community® Silverplate Oneidacraft* Stainiess Tudor* Plate Oneida Community Oneida* Dinnerware * 


JEWELERS’ CIRCULAR-KEYSTONE, MARCH 1 
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Table-top f 


An unusual half-moon effect is given by this 
new “Crescent” design which shows a grad- 
ually widening platinum edge band; 5-pe. set- 
ting, $17.95 retail. By Pickard, Inc., Antioch, II]. 





New “Burgundy” design in stemware is a 
vine and grape cutting combined with crystal 
print on “Priscilla” shape; stemware may retail 
at $4 each and the &” plate for $4.50. Created by 
the Fostoria Glass Co., Moundsville, W. Va. 


“Melodie” is new china dinnerware design 
of delicate leaves framed in platinum with ac- 
cents in golden brown; 5-pc. setting $14.95 
retail. By Syracuse China, Syracuse, N. Y. 


CT AAIC re ase 
YSTONE MARCH 1960 


This group of new decanters in heavy crystal! 
from Sweden, in five different shapes and cut 
designs, retails from $12.50 to $15 each. From 
Bertson House, Lte., 212 Fifth Ave., New York. 


A delicate, formal design is done in gray 
and platinum in this “Fairfax” decoration on 
Spode bone china; five-piece place setting, $28 
retail. Carried in stock by Copeland & Thomp- 
son, Inc., 206 Fifth Ave., New York. 


New 414” pepper mill in teakwood finish with 
solid pewter trim, Sheffield steel grinder; with 
matching salt shaker, the gift-boxed pair re- 
tails for $12.95. From Verity Southall Ltd., 
670 Coast Blvd., South Laguna Beach, Cal. 





Were Vou ot arc} 


biityer f ; 
oe 


Cr tt your Side? 


Q) Was it in rebellion 
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.s enchanted dell... when 
the beauty of the butterfly 
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[cmember, n'y mph, this moment 
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' is Dest in House Beautiful 


Writes Mr John J Starr, vice-president First and foremost in the home field, House Beautiful 
Franciscan Dinnerware Divisior serves its advertisers with by far the most effective, effi- 
Gladding, McBean & Co , : ; ' - 
ess Seen cient media values. House Beautiful is the No. | Sales 
] H > Beautiful we find one »f the best . ° ‘ - , . 
Se ee eee Medium in its field because its readers are the first to buy 
vays to make America cherish Franciscan, the . , 
and first to try products for the home, as advertisers 
aim is to create taste trends, our advertising like Gladding, McBean & Co. discover. So by whatever 
program includes House Beautiful, as it has measurements of magazine performance: Audience (an 
since 1937 average of over 825,000 Pace Setting families); Income 
In 1960, House Beautiful is more important ($15,715 annual average ) ; or Buying Activity in the 
Sone aver se pear wnmneting prone. marketplace, House Beautiful is your prime market 


House Beautiful’s audience of upper-income, 


taste leading families, combined with its trade , 
Sells Both Sides of the Counter 


importance, have been essential ingredients 


contributing to our gains in sales. 

“In short, the power to stimulate sales action = 
at both the consumer and trade levels is wh) 

we have chosen House Beautiful to carry our 


advertising.” 


beautiful best,’ in dinnerware Because our 


A HEARST KEY MAGAZINE * 572 MADISON AVENUE. NEW YORK 





Table-top fashions 


‘‘Rondelle”’—new pattern in china dinnerware 
is contemporary in mood, printed in 24K gold 
on coupe shape; 5-pce. setting may be retailed 
at $21.95. By Lenox, Inc., of Trenton, N. J. 


“Fascination” stemware in Companion Crys- 
tal stemware is cut to match “Fascination” pat- 
tern in Franconia china; it is available in 7 
sizes and retails for $1.95 each. Sold by Herman 
C. Kupper, Inc., 39 West 23rd St., New York. 


“Fantasia” is the name of this new pattern in 
Fairwood china from Bavaria, a shadowy effect 
done in gray on white; 5-pc. place setting re- 
tails for $11.75. Distributed by H. E. Lauffer & 
Co., Inc., 230 Fifth Ave., New York. 


** at t+) 


“Burgundy” is rim decoration of grape leaves 
done in muted greens and blues on new English 
translucent china by Doulton & Co., Inc., 11 
East 26th St., New York. Finished with edge 
line of platinum; 5-pe. setting $12.95 retail. 


Three from group of six accessory pieces in 
crystal decorated with sterling silver, to retail 
at a special low price of $5 each; obtainable 
by dealers in 18-pce. package. Made by Silver 
City Glass Co., of Meriden, Conn. 


New “Granada” pattern in “Lifetime” mela- 
mine dinnerware shows interlaced curves and 
lines in Moorish style on rim; 45-pe. set may be 
retailed for $49.95. By Watertown Mfg. Co., of 
Porter St., Watertown, Conn. 





Compact, attractive Bride’s Room, under the rear balcony at Adels-Loeb, Albany, 
N. Y., replaced former offices, old display cases. There’s pegboard behind the tan 


burlap on the wall at right—so china and glassware holders can be attached. 


Find Space for a Bride’s Room! uy écmwe 


You'll be left behind in the ‘Roaring Six- 
ties,’’ this jeweler believes, unless you can 
cater to your biggest potential market 


® IF YOU DON’T HAVE SPACE for a Bride’s Room 
in your store—make space. 

That’s what Adels-Loeb Jewelers, Albany, N. 
Y., did; and the enticing new area at the far end 
of the store is attracting “a steady influx of 
voung women,” according to David G. Loeb, vice 
president. 

“Our sterling business, china and crystal vol- 
ume are increasing each week,” says Mr. Loeb, 
jubilantly. “Registration of silver patterns by 
brides-to-be shows consistent gains. And, best 
of all, the increase in traffic has brought more 
business to all our departments.” 

When Mr. Loeb decided that a Bride’s Room 
was an essential for the modern jeweler, he 
faced a tough remodeling problem. His store is 
rather long and narrow; has a 16-foot ceiling in 
the front two-thirds, and a balcony covering the 
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rear third. A staircase on the left led to the 
balcony store room and spare office space. On 
the right downstairs, were wall cases of mer. 
chandise and the business offices. 

The logical place for the Bride’s Room seemed 
to be under the balcony. (Now, with sides of the 
balcony walled in, the room has a cozy, low- 
ceiling look.) So, the stairway was removed; 
and the first floor office equipment limited to a 
cashier’s counter. 

The Bride’s Room now draws the attention 
of every customer who enters the store. The 
rear wall is custom fitted to hold place settings 
of silver, surrounding a shadow box of hollow- 
ware. Remaining wall space is covered with peg 
board, then topped with tan burlap to hide the 
holes. On the burlap are mounted glass shelves 
to hold crystal place settings and specially con- 
structed plastic holders for chinaware. 

A sit-down table, displaying sterling flatware, 
which faces the “silver” wall, is illuminated by 
four shaded overhead lights. A customer seated 
at the table sees 100 sterling patterns without 
moving. Also on display are 12 crystal patterns 


(please turn to page 120) 





“PAUL REVERE” 4% POOLE 








Paul Revere sugar and cream with chased 
tray. A gem of a gift item you'll find yourself 
reordering again and again. Heavily 
silverplated. No. 527/3 $19.50 
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POOLE SILVER COMPANY taunton, mass. 


NEW YORK « PHILADELPHIA ¢« CHICAGO + SAN FRANCISCO All prices are retail. 
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THE V FINE ENGLISH 


DINNERWARE 


No matter the amount—no matter the tim- 
ing—your orders will get the same wonder- 
working care and delivery from Spode! 


Gadroon 


Spode Imperia: 


wholesale 














FRANCONIA CHINA} 


One of Europe's Finest 
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ONE OF 
THE 
WORLD'S 
MOST 
TREASURED 
DINNER. 
WARE 
PATTERNS 


“DRESDEN FLOWERS” 


century re-created for contemporary living. 


A masterpiece of the /8th 
True Dresden colors 
with Gold on pure white, translucent porcelain in a Louis XV shape. 
5-pc. Place Setting with 1034" dinner plate: $13.00 Retail (slightly 
higher South & West). 


—ONE OF 50 OPEN STOCK PATTERNS FOR IMMEDIATE DELIVERY— 
HERMAN C. KUPPER, INC. 


49-41 West 23rd Street | 
New York 10, N. Y. | 





Dinnerware, Glassware and Gifts 





by Madeline Lov: 
JC-K gifts editor 


Boom Years Lie Ahead 
In Bridal Merehandise 


® IT HAS BEEN ESTIMATED that there will be 1,- 
600,000 marriages this vear. This figure tops the 
record of weddings for any year during the past 
decade and presents a cheerful picture to anyone 
who deals in bridal merchandise. Not for years 
have the sales prospects been so good. And what’s 
more, this is only the beginning. Chances are 
excellent that this market will increase so steadily 
that within 15 years the number of weddings an- 
nually will be about 2,450,000. 

The figure most jewelers are thinking about 
now, in March 1960, is that 1,600,000. All of 
those brides, two thirds of them under 24, will 
be needing engagement and wedding rings and 
gifts for members of the bridal party. All of 
those new households being set up will require 
tableware and the decorative that 
transform a house into a home. 

This is your market, yours alone. Or it should 
be. If a lot of it slips away to the department 
store or the gift shop, where can you point the 
finger of blame? At the bride and groom? At the 
competitive stores? Or is it possible that 
yourself, are the guilty one? 

Perhaps, for instance, your assortments and 
your stocks are deficient. There is the bride-to-be 
who cannot find in the she 
may have selected from magazine advertising. 
Unless she has set her heart on a particular 
brand of china, deft salesmanship may move her 
to buy a pattern of similar type and quality made 
by another factory. 

Even more important is your store image, the 
effect of warm hospitality and knowledge on your 
customer. Do you and your salespeople know 
enough of the background of good tableware to 
be able to talk intelligently about it to the pro- 


accessories 


you, 


your store pattern 
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the 

“instant” 
package band 
that 


decorates 


Economical: as low as a penny a loop! 
Simple: no clerk training necessary! 
Attractive: decorates the package it bands! 


Sheer magic—and only Rapid Ribbon has it! Choose 
from many practical sizes, in both satin-like and 
io G V4 


+ 
ta 14% 


SPECIAL! Rapid Ribbon 


and Bow ALL IN ONE! 


With attached ready-made bow... 
just slip it on! 

With attached Satintone pull-out 
bows...just pull out bow loops... 
slip it on...there’s your package 
decorated and wrapped! 


* patent no. 2,851,787 


NOTE: Rapid Rib- 
bon can beimprinted 
with your own name. 
Mail coupon for 
details and free 
samples! 


Mfd.in Canada by: 
Ribbon Fabrics, Inc. 
Montreal 14 

Quebec 


JEWELERS’ CIRCULAR-KEYSTONE 


) now available in decorative velvet finish 


velvet finishes, and trust this miracle stretch loop to 
decorate all your boxes while it holds them securely. 
Saves time, saves money, pleases clerks, pleases 
customers. No cutting, no tying—you just slip it on. 
Wide choice of colors, widths and printed designs. 


RAPID RIBBON DIVISION 
Chicago Printed String Company 
2300 Logan Bivd., Chicago 47, Ill., Dept. JCK-30 


C] Send free samples and complete information on time-saving 
Rapid Ribbon Loops. 


C] Have your representative cali on me. 
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Lustrous 
silver-tone finish 





Gleaming 
gold-tone accents 


Smart ‘teaked' 
wainut trim 


Medallion 


THE COMPLETE FAMILY OF FINE HOSTESS ACCESSORIES 





The Medallion line now extends to more than thirty 
stvle-matched pieces, each one inviting the purchase 
of another. This powerful multiple-sale motive ts 
one of the important reasons for Medallion’s record 
growth in the gift market . . . offering important op- 


portunities for continuous profit to giftware dealers. 


Keep the constant suggestion of companion 
piece’’ purchases before your customers by stocking 


and displaying the entire Medallion line. 


«~S * 
EACH PIECE PACKED IN “Baye” 2 


Ae GIFT BOX &% 


Write for catalog and prices on 
complete line of over 30 matching pieces. 


“ee 


MIRRO ALUMINUM COMPANY, MANITOWOC, WIS. 
MAKERS OF FINE QUALITY PRODUCTS SINCE 1895 
Sales Representatives and Showrooms 
EDMUND J. ALTSCHUL SALES CO. JOHN GOODMAN CO., INC. 
ALTSCHUL SALES CO. 1355 Market St. 225 Fifth Avenue Building 

Merchandise Mart Bidg San Francisco 3, California New York 10, New York 

Los Angeles 14, California catty BEASLEY MARVIN L. McALEXANDER 
W. 1. GELDER & CO. 2100 Stemmons Freeway 3566 Dial Drive 

Wheat Ridge, Colorado Dallas 7, Texas Stone Mountain, Georgia 
LEON BERGSMAN WESTALL SALES CO. MASO COMPANY, LTD. 


15-100 Merchandise Mart 216 Terminal Sales Bidg. 620 St. Paul St., West 
Chicago 54, Illinois Seattle, Washington Montreal, Que., Canada 
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spective bride? She is not sure of herself in this 
area. She needs help and guidance. And she cer- 
tainly needs to be made to feel welcome and at 
ease in surroundings which are likely to be alien 
to her. The young girl has usually had little ex- 
perience in dealing with jewelry stores and must 
be encouraged to look upon you as her friendly 
mentor. 

Only a little extra effort will be needed this 
year to cash in on the growing wedding market. 
3e sure it 1s you who give the push—not your 
competitor. 


D STANLEY CORCORAN, INC., New York im- 
e porters of Swedish crystal and Bing & 
Grondahl Danish dinnerware and figurines, has 
appointed these sales representatives: Mark F. 
de Bary, of Boston, who will cover New England 
with both lines of merchandise; Jim E. Mattox 
Associates, of Los Angeles, who will carry Cor- 
coran Swedish crystal in California, Arizona and 
Nevada; John H. Degen, of New York, who will 
cover the Midwest. 


ENOX, INC., manufacturer of china and mela- 
. mine, has signed contracts with the National 
Broadcasting Co. for network television time for 
advertising the melamine dinnerware on the Jack 
Paar Show and Dave Garroway’s Today Show. 


EORGE BROWN ZAHNISER, president of She- 
G nango China, Inc., of New Castle, Pa., has 
announced that over 90 per cent of the shares 
outstanding in the company have been bought by 
3owman and Long, a California corporation of 
which Hyman J. Sobiloff is president. “The same 
management will continue,” said Mr. Zahniser. 
“The same past and present policies will be 
pursued and the same products of commercial 
ware—Castleton, Peter Terris and Shenango Re- 
fractories—will be continued.”’ 


Robert J. Carter 


HE SYRACUSE CHINA CorRP., Syracuse, N. Y., 
has appointed Robert J. Carter as sales repre- 
sentative in the New York and Pennsylvania 





areas, exclusive of metropolitan New York. Mr. 
Carter will handle both the fine china and the 
‘“Carefree’”’ china lines for Syracuse. 


F toma COLOR FILM called Dreams for Sale has 
been produced by the Worcester Royal 
Porcelain Co., Inc., and is available to all fran- 
chised dealers in Worcester china. The picture 
is directed to sales personnel and bridal consul- 
tants and gives many useful hints to increase the 
sale of bone china. 


ETER D. BUCKLAND, who has been represent- 
Pua Josiah Wedgwood & Sons, Inc., in the 
Southeast since 1957, has been transferred to the 
Pacific Coast territory and will make his head- 
quarters in San Francisco. Taking over the 
Southeast is H. S. Gervers, who has been with 
Wedgwood since the end of World War II, repre- 
senting the firm in various sections of the coun- 
try. He will make his headquarters in Atlanta. 


EORGE S. UJLAKI, who since 1949 has been 
GG china, glass and giftware buyer for Sibley, 
Lindsay & Curr Co., of Rochester, N. Y., has 
joined Jackson Internationale, of New York, as 
general manager of the consumers’ lines division. 
The lines under Mr. Ujlaki’s supervision, widely 
distributed to jewelry and department stores, 
include Royal Jackson American china dinner- 


ware; Meito China, Japanese china dinnerware; 
“Contempri’” modern china designed by Paul 
McCobb; Val St. Lambert crystal from Belgium; 
and other lines from Europe and the Orient. 


cota NEW DISTRICT MANAGERS have been ap- 
pointed by the Franciscan division of Glad- 
ding, McBean & Co., Los Angeles. Representing 
all five lines of Franciscan dinnerware in Ohio 
and Michigan will be Milton M. Corson, with 
headquarters in Cleveland; in Washington, A. 
Stanley Knowles; and in Philadelphia, Marvin 
A. Posner. 


HOWN HERE IS DR. GUNNAR LOHAMMAR, aSSso- 
S ciate professor of botany at the University of 
Uppsala, Sweden, who purchased an American 
dinnerware design here for his own use. Certain 
American patterns, he said, are well adapted for 
use with modern Scandinavian designs, and he 
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Famous for quality and whiteness, nationally advertised to the consumer, Aynsley 
is becoming ever more popular. Our attractive Aynsley group, available for imme- 
diate delivery, includes the newest patterns. Be sure to see them at the Minneapolis 


Gift Show, Hotel Radisson, Rooms 720 and 722. March 20-23. 


Exclusive U.S.A. Representative FISHER, BRUCE és CO. 


221 Market St.. Phila. 6, Pa. e 
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More popular than ever! 


AY NSLEY 
English Bone China 


LEIGHTON: 
rim shape with modified scalloped edge: design 
5-pc. setting, retail $19.75 


DELPHINE: 


floral pattern in soft blue and ochre on the Portland fluted shape 
platinum edge: 5-pc. setting, retail $16 


1107 Broadway, New York 10, N.Y. © Merchandise Mart. San Francisco 3, Calif. e 712 S. Olive St., Los Angeles, Calif. © 205 Terminal Sales Bidg.. Seattle. Wash 





cited the “‘Blue Grass” pattern in Syracuse Care- 
free china as an example. Dr. Lohammar traveled 
extensively in this country and in Canada follow- 
ing the International Botanical Congress con- 
ducted in Montreal. 


T A RECENT DIRECTORS’ MEETING, W. P. C. 
Adams was elected president of Royal 
Crown Derby, Inc., of New York. The firm is the 
sole distributor of Royal Crown Derby china in 
the United States. 


pat SCHNEELOCH, JR., has been made presi- 
dent of Newland, Schneeloch and Piek, Inc., 
New York importers and distributors of china 
and glass. Mr. Schneeloch, a graduate ceramic 
engineer, joined the firm in 1949, concentrating 
his efforts in developing the imported china and 
glass division. His father, Paul Schneeloch, Sr., 
is assuming the newly-created position of chair- 
man of the board. Vice Presidents are Kenneth 
Schneeloch, Ted Daniels and Harold Prince. 


# B. ZAHNISER, president of Castleton China, 
¢ Inc., of New Castle, Pa., has announced the 
appointment of Robert G. Carpenter to the posi- 
tien of general sales manager. Mr. Carpenter has 
been serving as acting sales manager since July 
1 and before that was district sales manager on 
the West Coast. 


NEW SUBURBAN STORE has been opened re- 
A cently in Westchester County, to the north 
of New York City, by Plummer, Ltd., well-known 
Fifth Avenue shop which specializes in china, 
glass and silver. China accessories and gift items 
are visible at the entrance to the store; beyond 
them is a display of antique porcelains and silver 
against a background of natural woods and warm 
colors. Further back in the store are the carpeted 
glassware and china sections. The whole store 
combines contemporary with traditional styles, 
and is designed to make it easy for the customer 
to examine the merchandise. This is the second 
branch store opened by the 50-year-old firm, the 
first having operated in Palm Beach, Fla., for 
some years. 


HE MIRRO ALUMINUM CoO., of Manitowoc, Wis.., 
has appointed Sally Beasley as sales represen- 
tative for its line of Medallion giftware. Her head- 
quarters will be in the Dallas Trade Mart, and her 
territory will include Texas, Oklahoma, Louisiana, 
Arkansas and Kansas. S88 


Coming soon in JC-K—A study of clerk compen- 
sation, in large cash stores and in installment 
credit stores ... advantages and disadvantages 
of various plans: straight salary, bonus or com- 
mission or a combination plan. 


what puts the 
“< gleam in the retailer’s eye? 


= PACIHIC: Silvercloth 


The smart silver merchant gives his customers what they want... 
Pacific Silvercloth. They want it because they know that only Pacific 
Silvercloth completely protects precious silver from tarnish... 

keeps it gleaming and bright to take out and use on a moment’s notice. 


No more last-minute emergencies .. 


.no more tiresome polishing. 


It can’t fail... because tiny particles of silver in Pacific Silvercloth 
trap the gases that cause tarnishing. Once you’ve sold a customer 

on Pacific Silvercloth, she’s yours for life... especially when she 
knows you’ll always have it on hand for her...in wraps, 


rolls, bags, chests and by-the-yard. 


Here’s the neat, efficient way to keep the silver in your store 
glowing, too. No embarrassing moment showing dull or tarnished 
silver when you keep it wrapped in Pacific Silvercloth! 


The famous Pacific name, and Pacific Silvercloth national 
advertising will bring you new customers... keep them happy 


with their silver... 


WAMSUTTA/PACIFIC INDUSTRIAL FABRICS, 


1430 Broadway, New York 18, N.Y. 


.and keep you counting profits! 


This Monarch Silver Chest by 
Eureka lined with Pacific Silvercloth 
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BASIC TOOLS FOR THE GEM SPECIALIST 
(continued from page 82) 

ous they are until the stone is greatly enlarged 
(and turning the inclusions into an asset by show- 
ing how identifiable the stone becomes as a result 
of its having these internal marks). Many people 
find it quite impossible to see anything through a 
microscope. One of the big problems of a repu- 
table jeweler who sells piqué stones is to make 
sure that his customers have seen the thing he 
is trying to show. Too often they only see it later, 
after some other jeweler has pointed it out! With 
a projected image, however, there can be no mis- 
understanding. 


Two “Musts” 

For colored stones and for simple identification 
work, two instruments are essential. They are 
the often-discussed refractometer and the polari- 
scope. After the loupe, the refractometer is the 
most important instrument the jeweler can own; 
it measures the amount light is ““bent’”’ in passing 
through a stone. Each of the important jewelry 
stones deflects the transmitted light at a differ- 
ent angle. With a list of the angles of refraction 
(called the refractive indices) of every gemstone 
and an instrument for determining the refrac- 
tive indice of an unknown stone, what could be 
simpler? Small wonder that we call this the 
most important instrument! 

Of course, it isn’t always quite that simple. 
One doesn’t invariably encounter only the most 
common of stones; occasionally something un- 
common comes along. For further confirmation, 
and to eliminate glass and “lookalikes,” we often 
make some sort of a second test. The polariscope, 
which distinquishes the single from the double 
refracting stones, is the most useful second in- 
strument for the laboratory. One can make this 
for himself. It consists merely of two pieces of 
Polariod film, facing each other and turned so 
that their transmission directions lie at right 
angles to each other. A doubly refracting stone 
inserted between them passes disrupted light 
rays in most of its directions, while glass or a 
singly refracting stone produces no ray that can 
penetrate the second Polaroid. A discussion of 
its principles and use will be found in G. F. Her- 
bert-Smith’s book. 

tegarding the availability of these instru- 
ments, the only commercially produced refrac- 
tometer at the present time is the Rayner refrac- 
tometer, manufactured in London and sold in 
this country by one or two agents (the Gemologi- 
cal Institute of America, Los Angeles and New 
York; Ward’s Natural Science Establishment, 
Rochester). So far as we know, the only good 
polariscopes now being made here are those of 
the Gemological Institute. Rayner has one too, 
of course, and would no doubt supply it on order. 
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“Hm-m-m .. . Price 
isn’t even legible! 
And such a nice 

store, too!” 


| monARCH | 
DAYTON 
E49 805 


70"-L 44 
8 X 10 


$1.98 


“Hm-m-m .. . Nice! 
Think I'll 
take it!’ 








Monarch Price-Marking Helps the Sale! 


Your price-marking should match the good taste of 
your store. With Monarch Price-Marking, you get 
labels in keeping with your merchandise. You get 
more information on smaller, neater tickets. Cus- 
tomers and salespeople get correct information at a 
glance. 

The Monarch “Junior” shown, price-marks a wide 
variety of tickets, tags and labels including pres- 
sure-sensitive Senso Labels so easy to apply to all 


surfaces. 


STORE NAME 


C48 57 


THE MONARCH MARKING SYSTEM COMPANY 


216 S. Torrence Street, Dayton 3, Ohio 


Please send illustrated folder on Monarch Junior price- 
marking machine; also sample Monarch tickets, tags, and 
labels. 


Name.. 
Store Name.. 
Address 
Post Office Zone... .State.. 


JC-K 360 
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Especially 
for 

Fine 
Jewelers... 


YOUR 
WEDDING 


Every bride-to-be will want America’s most authorita- 
tive book on wedding etiquette. Beautifully bound in 
white leatherette with 250 pages, including many charts 
and diagrams, cross indexed for easy reference. 

Your Wedding gives full details about all phases of 
weddings from the military to the informal. Receptions, 
seating, proper invitation forms, and all procedures are 
fully covered. 

Your Wedding is the only book recommending jewelers 
as the first source for wedding invitations. 

A must for your Bridal Department, for reference and 
for extra sales volume. 


Suggested Retail YOUR 1-2 copies $5.95 
Price — $8.50. PRICE 3-24 copies $5.10 


T . . 
NATIONAL BRIDAL SERVICE 
331 Peachtree Street, N. E. — Atlanta, Ga. 
An exclusive organization serving America’s fine jewelers. 
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for a 
STRIKE 
in every FRAME 


(No. 515 a aati 
illus.) A 
peautttaty =-“Ccra 
grained wood ’ 
base in silver 2,4 


TROPHIES & AWARDS 


Business, local and school teams, 
leagues and tournaments are your 
easy-to-sell, all-year market for 
trophies and awards like this! Rich 
appecrance. fine workmanship and 
design, and attractive low retail 
prices help you score easy profits! 


All cups hond spun. commercial 
bronze and electro plated 


Also available for fast delivery 
—fully rounded lines of Plaques 
ond Cups. 


Write today for 
beautiful color-illustrated selling Catalog! 


A. C. REHBERGER CO.’* 


MAGNOLIA AVE + CHICAGO 14 





In previous times there have been others (the 
best was made by the Polarizing Instrument Co., 
of Mt. Kisco, N. Y.), but the sale is small since 
so many students make their own, a simple 
enough task. 

There are a number of other instruments that 
will be useful, but many of these demand train- 
ing and background knowledge harder to come 
by, like the endoscope and the x-ray machine 
for pearl examination, the diamond color gauge, 
or specific gravity scale. A show laboratory, that 
is also designed to convince a customer of a 
jeweler’s competence and sincerity, might well 
include these things, along with a large library. 
Hence, they too will be the subject of later ar- 
ticles. 


Don’t Overlook .. . 

A second class of instruments is so inexpensive 
that it falls into the gadget class. While these 
instruments have specific fields of usefulness, 
they represent so slight an investment that the 
jeweler is likely to underestimate them. The 
dichroscope is a good example; for colored stones 
it determines single and double refraction (prac- 
tically all doubly refracting colored stones show 
some dichroism, though in some cases it may be 
slight). The emerald filter is another useful, in- 
expensive gadget one cannot afford to be without. 

There are two other instruments that repre- 
sent no great investment and can be easily mas- 
tered. The jeweler-becoming-a-gemologist can ac- 
quire them before he gets to the really expensive 
items. One is an ultra-violet light, a deep purple 
light with a broad emission in the invisible ultra- 
violet region which stimulates in some stones 
a visible light response known as fluorescence. 

A second instrument, whose cost takes it out 
of the gadget class and yet whose size makes it 
sort of a gadget, is the spectroscope, a device for 
spreading the reflected spectrum of light coming 
from a source (lamp, sun, internal reflections 
from a stone) into its separate wave lengths. 
Various stones absorb parts of the spectrum 
(that’s one reason for the color of stones, of 
course) and the expert can tell any stone from its 
spectrum. Some stones are more distinctive than 
others. To detect the more subtle distinctions 
takes a good deal of practice and eye-training. 
Any non-color-blind jeweler can become expert 
with the spectroscope if he will spend a little 
time with it. There are several brands on the 
market. It is a common instrument for all sorts 
of uses of a non-gem nature, and it is probable 
that a very inexpensive one will soon be available, 
a result of the development of enormous sheets of 
plastic ruled with very fine lines, a type of refiect- 
ing surface used in making one type of spectro- 
scope. A full article on spectroscopes and this 


| development will appear in a later issue. SSS 
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LDEAS 


THAT PAY 


@ Clocks on the Wall: What to do with hard- 
to-use wall space is always a problem. Craft’s 
Jewelry of Long Beach, Calif., has found what 
it claims is a very valuable solution. 
Arranged along green pegboard above the 
jewelry cases and behind the repair depart- 


ment, Craft’s has a large selection of wall 
clocks—both mechanical and electrical, new 
and antique. One display window is completely 
devoted to clocks and—says owner Jim Craft 
—this window invariably draws more atten- 
tion than the other which shows jewelry and 
watches. 

This emphasis on clocks has had two bene- 
ficial results. First, wall clocks are now one 
of the store’s major merchandise lines, gross- 
ing $12,000 per year. Second, many customers 
who come in to look at clocks end up buying 
jewelry as well. 


@ Easels are Feasible: One of the greatest 
attractions of the old-fashioned corner fruit 
market is the array of shiny apples, pears, 
etc., on display outside the store. 

Daniels Jewelry Store in Des Moines, Iowa, 
has tried this showmanship for costume jew- 
elry. In his deep vestibule, Daniels has in- 
stalled two display easels of a light “Speckle” 
gray color. On each easel, costume jewelry is 
shown under glass. The easels are a yard 
high; one is lined with black velvet, the other 
with red. On the top of each easel is a sign, 
worded: “Choice: $1.00” and “Choice: $2.00.” 

Daniels feels that the display has been very 
effective. Enticed into the lobby by the outdoor 
display, customers are further enticed by 
tables of costume jewelry inside the door. 











CASH for Your 


Surplus Silver, Diamonds and Jewelry 





We will pay cash for any of your sterling 
patterns—any quantity, large or small— 
active, inactive, obsolete, mew or used. 


Send shipment for immediate offer. Our 
check covering payment in full mailed same 
day. Silver will be held intact awaiting your 
acceptance or rejection. 


We are also interested in cooperating 
with jewelers who receive calls for older 
sterling patterns that are no longer avail- 
able. 





Will also buy diamonds—any size and 
quality—as well as antique and modern 
jewelry. 





Reference: Dun and Bradstreet 


The First National Bank of Mem phis 


Julius Goodman 


& Son 
Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS, TENNESSEE 











RALBE 


WUUU LULU UUUULU 


Finest Quality IN ALL THE 
: r WANTED SIZES 
STAINLESS STEEL | sane 


1/4” 9/8” 
SPRINGS... ile aha 


DOUBLE SHOULDER ul, 


SPRING BARS SPRING BARS 1/16" 13,16" 


5 
NOTE: Female Pins Ye 1/2” 7/8” 


also available. ; ‘ 
Vial of 24 only $1.00 9/16 1 


ONLY $1.00 PER VIAL (100) 
SPECIAL: ORDER 10 VIALS FOR $10.00 GET AN EXTRA 
2 VIALS AND PLASTIC STOCK BOX FREE! 


; MAIL YOUR ORDER IN NOW. TO. 
Bathe, « 43 west 24th stREET + NYC. 10. NY. 























fags 


CAB ns H ate 


~ AGS 
PLASTIC 
IN ALL COLORS 
PARCHMENT 
PLAIN or PRINTED t 
mfd.by ARCH CROWN TAGS, INC. 
277 Halsey St, Newark 2, NJ. 


4,600° 
manufacturers 
in the 

palm 

of your 

hands 


when you visit the 


GERMAN INDUSTRIES FAIR 
HANOVER, West Germany 
April 24 - May 3, 1960 


4 “The Common Market's Market Place 
for World Trade” 


Annual attendance: Over 1|,000,000. 
j Exhibit area 4,200,000 sa. ft. 
INDUSTRIAL PRODUCTS: Machinery*—Iron and Steel— 
7 Electrical_—_Optical—Precision Instruments—-Atomic Energy— 
j Aviation —Petroleum—Office Equipment, etc 
4 CONSUMER GOODS: China, Ceramics, Glass—Jeweiry and 
J Silverwore—-Watches and Clocks**—Radio, TY and Phono- 
graph Equipment—Electrical Appliances, etc 
/ ** from all over the world of whom 200 exhibit 
id clock and jewelry. 
/™ illustrated folders and information about admission passes, 


. J 


room reservation forms, available from 


GERMAN AMERICAN CHAMBER OF COMMERCE 
666 Fifth Avenue, New York 19, N. Y. 
*Machine tools to be shown at European Machine Tool 
Show. Hanover, September 11-20. 1960 
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Today’s Finest Gem Book 
GEMMOLOGIA. Cavenago-Bignami. I[llus- 
trated. with 32? color plates. 1710 pp. Hoepli, Via OP 
rico Hose pli 5. Milano, Italy, 1958. 
postage 


Speranza 


15,000 lira, plu S 


The review here of an italian gem book may 
seem strange, since, obviously, few of our readers 
will be able to read it. It is not currently sold in 
this country as far as we know, and it is expen- 
sive (by mail it comes to $26.34). However, it is 
being reviewed because it really is the definitive 
book—for the present time, and were it in Eng- 
lish, it would take the place of Herbert Smith. It 
is brilliant in all respects, and Italian is not too 
hard to read when we know half or more of what’s 
being said anyway. 

The author, Dr. Speranza Cavenago-Bignami, 
is, and for some years has been, the head of the 
Italian Servizio pubblico di controlli per le pietre 
preziose e le perle. (See how easy it is to read 
Italian!) She is responsible for the testing labora- 
tories in Milan, Florence and Valenza. She is 
recognized as the Italian authority on gemstones 
and represents her nation at the very restricted 
biennial European gem conferences. 

The book is said to represent ten years’ labor, 
and one would not doubt it. It is an enormous 
work. The introductory gemological instruction 
sections are excellent. Although useful mainly to 
people who know Italian well, they do include 
three color plates of interference figures and one 
of crystal structure models. 

The table of contents alone takes up 29 pages. 
At the end are indices of Latin names, Greek 
names, and a 25-page Italian alphabetical index 
The length and detail of the text and the Masten. 
tions surpass everything but the old Bauer, and 
the accounts of some of the rare minerals exceed 
even that work. Many of the rare gems are illus- 
trated with photographs of matrix specimens and 
crystals, which accompany crystal drawings. Her- 
bert-Smith covers scapolite with a page and a half 
and no illustrations; Kraus and Slawson appear 
never to have heard of it; yet Dr. Cavenago-Big- 
nami deems it worthy of 314 pages, two crystal 
drawings and a photograph. This is typical. 
Dozens of minerals that are seldom found in cut 
stones are covered—almost too many in fact. It 
is hard to imagine some of them ever coming to 
the attention of a jeweler in a cut condition. Their 
inclusion does no harm, though, for the descrip- 
tions and illustrations make a fascinating story. 
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Toward the end there are many, many tables 
summarizing all sorts of information—114 pages 
of them, in fact. Stones are classified by color, by 
specific gravity, by refractive index, by chemical 
composition and by first initials. The book has 
practically everything anyone could think of ; with 
1100 pages, it has room for it! 

The 32 color plates are excellent, with two, 
three, or four separate pictures to a page. In 
addition to the interference figures, we find color 
photographs of rough and cut stones as well as 
jewelry, photomicrographs of the inclusions, sec- 
tions of pearls, Chatham emeralds in ultra-violet 
light—everything one could ask. The book is 
quarto in size, pleasingly bound and well made. 

Considering what you get for your money, the 
price is not high. One cannot praise the author 
and the publisher too highly. When we consider 
the relatively small market for an Italian lan- 
guage book on gems, one is amazed that a pub- 
lisher would dare undertake the printing of so 
expensive a volume. 

If the book should ever be translated into an- 
other language (preferably English), there are a 
few changes that would be desirable; “‘Starilian” 
is now marketed as Fabulite, for example. The 
translation would require the cooperation of a 
linguist and a gemologist. Some of the discussion 
is obviously from Italian provincial experience, 
just as an American author would over-emphasize 
some American aspect of no real trade signifi- 
cance. These are about the only criticisms one 
can make. 

It will probably be a long time before someone 
has the initiative to publish this in any transla- 
tion, so we shall have to make do with the current 
version. Don’t let the fact that it is in Italian 
deprive your library of one of the great gem 
books of any time. It is a tremendous pleasure to 
be able to recommend a book so wholeheartedly. 
We are certain that no buyer who can make out 
even a few words of Italian would be disappointed 
in its purchase. It is a joy just to thumb through 
it, to look at the many lovely color plates, to savor 
the solid feel of the book. You would know it was 
good, even if you couldn’t read a word.—F. H. P. 


Handsome to Behold 
THE WORLD OF JEWEL STONES. By Michael Wein- 


stein. Illustrated. 430 pp. Sheridan House, New 
York, 1958. $10 from Book Department, JC-K. 


In preparing this beautiful book, Lee Furman 
and his Sheridan House have done a creditable 
job. Its large size and fine appearance, its numer- 
ous colored reproductions of attractive Dutch 
watercolors of gems in their rough and cut form, 
its new set of black and white illustrations, not 
repeating the old well-used pictures of older 
books, and its general makeup are excellent. Con- 














WE WANT 10 
BUY 14KT.GOLD 
WATCHBAND 
FACTORY 


NATIONALLY KNOWN JEWELRY 


MANUFACTURER WANTS TO 
PURCHASE SMALL OR 
MEDIUM-SIZE FACTORY 
NOW PRODUCING 14 KT. GOLD 
WATCHBANDS. PRESENT 
MANAGEMENT MAY BE 
RETAINED. CASH TERMS. 
REPLIES HELD IN 


CONFIDENCE. 


BOX M, 5651 
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sequently, the book may be recommended to jewel- 
ers who occasionally need to interest a customer 
by letting him read some passage couched in an 
interesting style from a book that, in appearance, 
reflects credit on the store. 

There is no more attractive gemstone work on 
the market today, nor one that is more readable 
for the general public. Its price is quite reason- 
able, too. 

However, the book has a number of non sequi- 
turs. It contains occasional items of extraneous 
matter that are both inaccurate and out of place 
(for instance, page 254: “In the normal state of 
an atom, the negative charges just balance the 
central positive charge, but disturbance causes 
chemical and physical changes in the process of 
a re-adjustment.”) Mr. Weinstein seems to hold 
one of two strange theories to which he is the 
only subscriber. (One calls to mind the saying: 
“What’s true is not new and what’s new is not 
true.’’) 

On the other hand, there is much in the book 
that is true. He includes some locality informa- 
tion that should be, but isn’t, in the latest Her- 
bert-Smith. Mr. Weinstein has a pleasing and 
readable style and a broad range of subject mat- 
ter. The chief difficulty is that one has to be an 
expert in order to sort the wheat from the chaff. 

Nevertheless, for some purposes, it is well 
worth the price. The buyer will enjoy its appear- 
ance, its pictures and its readable text.—F. H. P. 


FIND SPACE FOR A BRIDE’S ROOM 
(continued from page 108) 
and 36 china patterns. 

A 24-inch wide formica shelf extends around 
the entire room at the base of the wall displays. 
Beneath this shelf is a convenient area for stor- 
ing sterling patterns, stock books and price lists. 

Since the renovation, there’s plenty of friend- 
ly color in the Adels-Loeb store. Walls are tur- 
quoise with walnut wood trim, while the Bride’s 
toom has beige walls with walnut trim. The 
silver display is backed by pink wood and 
rests on turquoise placement plaques. Ceilings 
throughout are white; chestnut-beige carpets 
cover all fioors. The displays for brides are 
lighted by eight-foot fluorescent lamps and 18 
spotlights, all recessed. 

To promote the new room, the store advertises 
in newspapers at least once a week and devotes 
at least one of its four display windows to silver, 
china and glassware at all times. Furthermore, 
the room, clearly visible from the street, is 
lighted day and night. Many a couple strolling 
past in the evening, stops to admire the gleam- 
ing merchandise within—and returns during 
store hours to buy. Zee 
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Brierly 


WHAT IS THE AVERAGE ADVERTISING BUDGET FOR RETAIL JEWELERS? It was 4.64 per cent 
of gross receipts on sales of merchandise and services in 1957, according 
to a vast new report issued Feb. 15 by Advertising Age. The average is 
based on tax returns filed with Internal Revenue Service, is considered 
quite accurate. Jewelers, the figures show, spend a bigger percentage of 
their gross income for advertising than any other retail store class except 
mail order houses (9.05 per cent of gross sales). Drug stores spend 1.19 
per cent, department stores 2.8l per cent, clothing stores 2.55 per cent, 
furniture stores 3.235 per cent. Average ad budget for all retailers is 1.48 
per cent of gross sales, more even than industry as a group (1.09 per cent). 


MANUFACTURERS OF WATCHES AND CLOCKS SPEND 5.57 PER CENT of gross sales on 
advertising, fifth highest expenditure among manufacturing groups after 
perfume and cosmetics makers (14.68), drug and medicine producers (10.27), 
liquor makers (6.87), and food producers (6.83). 


MAKERS OF PRECIOUS METAL JEWELRY AND SILVERWARE ALLOT 2.19 per cent of 
gross sales for advertising. Costume jewelry makers Spend slightly more 
(2.55 per cent). 











JEWELRY STORE SALES IN DECEMBER 1959 WERE 4 PER CENT LESS than in December 1958, 
according to a new report by the Department of Commerce. December ‘59 sales 
were 150 per cent greater, however, than sales in November ‘59, the pre- 
ceding month. Among other kinds of retail stores, the comparison December 


‘59 from December ‘58 ranged from a smashing +24 per cent for optical goods 
Stores, to a —30 per cent for luggage and leather goods sellers. 


A WAVE OF INTERNATIONAL DEVELOPMENTS IN PEARLS, DIAMONDS, WATCHES, RADIOS in recent 
weeks is of considerable interest to jewelers. Biggest announcement was the 
one in mid-January in which DeBeers reported it had signed a contract 
with the Soviet Union, giving it exclusive right to buy and sell any dia- 
monds that the Russians might want to export to the West. Soviet claims of 
rich diamond strikes there in recent years had aroused the disquieting 
prospect of flooding of the world market. The DeBeers-Russia contract re- 
moves such a threat. Other global developments: 


CULTURED PEARLS HAVE BEEN PRODUCED EXPERIMENTALLY IN AUSTRALIA, which are 
claimed to be larger and more valuable than Japanese pearls. An Australian- 
American firm, in cooperation with Japanese experts, said the secret in the 
production of larger stones was in the use of mother-of-pearl, instead of 
ground oyster shell, as the nucleus which is inserted into the baby oyster. 
Farm is on Australia's lonely northwest coast. 


INDIA IS BUILDING ITS OWN WATCH FACTORY IN BANGALORE, with the help of a 
Japanese watchmaking firm. Plant will initially assemble watches from 
Japanese parts, expects to be making its own parts within five years. 


JAPAN IS EXPORTING MORE AND MORE TRANSISTOR RADIOS TO THE U. S. Bulova, 
Motorola, Emerson, RCA, others all are having radios--mostly those with 
four or more transistors--made in Japan, whose low wages make such opera- 
tions very attractive. Despite protests by the American Electronics In- 
dustry Association, a group of electronics equipment makers, the Japanese 
plan to export more of the radios here in 1960 than ever. 


RUSSIA SAYS IT HAS DEVELOPED AN EFFECTIV#& NEW WATCH OIL, with lower vola- 
tility and viscosity and with higher stability than general-purpose oils 

now available. Oil, based on bone and mineral oils, is Said to have very 

low acidity, a Spreading power of less than l per cent in 24 hours. 


BRITISH WATCH MAKERS FEAR THEY MAY BE HURT BY FREE-TRADE MEASURES recently 
adopted by England and other European nations. The British watch industry, 
heavily protected by tariff quotas since 1946, is now faced with the possi- 
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bility of losing much of its business to Swiss, German and French producers. 
Unlike the U. S. customer, the Briton currently wants a high-quality jeweled 
lever watch. Unfortunately, only one of the 5 British watch factories now 
makes any of the jeweled levers; most have been concentrating on the less 


expensive pin levers. 


CULTURED PEARL SALES WILL CONTINUE UP, DESPITE TYPHOON DAMAGE IN JAPAN, opined 
buyers from department and jewelry stores at a recent showing of 1960 pearl 
jewelry design in New York. According to the Commerce Department, sales of 
Japanese cultured pearls in the U. S. in 1959 were at least one-third more 


than sales in 1956. 


FTC HAS POSTPONED HEARINGS ON THE CHATHAM EMERALDS ADVERTISING CASE. A complaint 
issued in 1959 by FIC is charging that Chatham misrepresents the stones 
which he "grows" in his San Francisco laboratory by advertising them as 
cultured emeralds, thinks they should be called "synthetic" instead. Hear- 
ing had been set for Dec. 24, then for Jan. 28. No new date is Set. 


THREE MILLION TEENAGE GIRLS WILL MARRY IN THE NEXT FIVE YEARS, says Seventeen 
magazine in a new bridal market study. The study, based on government 
Statistics, shows that: 33.7 per cent of all 18=- and 19-year-old girls are 
already married; half of all women marrying for the first time marry before 
age 20.2; more than one-half million teenage girls marry each year; more 
girls marry at 18 than at any other age. Study also shows that 800,000 
teenage girls become engaged annually. Median age for engagements is 17.1 
for girls. For more marriage facts, see "State of the Jewelry Business” in 


this issue. 





POSTAGE CONTINUES TO GROW AS A COMPANY EXPENSE. Parcel post rates just went up an 
average of 17.1 per cent, despite protests from businessmen (who will take 
the matter to court this year). President Eisenhower now has proposed a 
one=-cent boost in first-class and air mail rates, in an effort to neutralize 
the postal deficit. However, political experts feel this proposal has slim 
chance of passage in election-year 1960. 


RETAIL JEWELERS OF AMERICA IS BACKING A BILL TO REQUIRE TRADEMARKS of manufacturers 
on any piece of gold or silver jewelry which bears a quality Stamping mark. 
RJA feels such a law would stop fraudulent marking of quality on gold and 


Silver products. 


25 JEWELRY-STORE CANDIDATES FOR "BRAND NAME RETAILER OF THE YEAR" were chosen in 
late January by the Brand Names Foundation, Inc. Finalist stores are from 
17 states. Winner and four "certificate of distinction" runnersup will be 
chosen by effectiveness of their 1959 brand advertising, sales training 
and brand promotion activities. Awards will be tendered May 6 at the 
Waldorf-Astoria Hotel in New York. Last year's winner was Leon Davis of 
Corrigan's, Inc., in Houston, Tex. Davis will serve as a judge at this 


year's finals. 


NEW HAVEN WATCH AND CLOCK CO. IS CLOSING ITS WATCHMAKING OPERATION. It said it had 
been unable to compete with cheap imported movements, blamed lack of 
capital, and resulting inability to re-tool, after World War II for its 
present plight. Firm hopes to continue its electronics manufacture, in 
which 30 employees are now engaged. 


WHAT COMPANIES ARE DOING--General Time Corp. had record sales in 1959, of $59.2 
million, a 24 per cent increase over '58 sales. .. . Bulova Watch Co. sales 
for the 39 weeks ended Dec. 27, 1959, were $53.7 million, compared with 
$48.2 million for the corresponding 1958 period. .. . Benrus Watch Co. 
Sales for the fiscal year ended Jan. 31 were expected to be 7 or 8 per cent 
above fiscal '58 sales, with volume of some $25 million. .. . Elgin National 
Watch Co. sales for the 40 weeks ended Dec. 6 were $23.5 million, up from 
the $22.1 million sales in the like 1958 period. .. . Hamilton Watch Co. 
Sales for the first nine months of 1959 were $21.2 million, up from $18.2 
million for the same period in 1958. 
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YOUR MOVE! 
EW SCULPTURINES BY SYROCO 


Now the best known name in wall accessories pre- 
sents an exciting group of figurines deep-carved 


in-the-round! Designed by Harry Laylon, they’re 


exquisitely detailed of durable Syroco Wood. 


Available in a variety of hand-applied, dec- 
orator finishes, these popularly priced 





PERMANENT SHOWROOMS 


NEW YORK: 225 Fifth Avenue 

HIGH POINT: 108 E. Commerce Street 
DALLAS: 269 Home Furnishings Mart 

LOS ANGELES: 1011 Furniture Mart 
CHICAGO: 1526 Merchandise Mart 
SEATTLE: Pacific Northwest Furniture Mart 








statuettes will score as centerpieces, mantel and 
table ornaments, curios and conversation pieces. 
Write Now For New Catalog. See Syroco at all 
leading furniture, gift, jewelry and house- 
wares shows. All designs copyright. 


Minimum order. new accounts, $150. 


s 
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Gellman dilemma: extend tax exemption 
to retailers, or revert to pre-Gellman? 


It goes almost without saying 
that the entire jewelry industry 
stands solidly for repeal of the ex- 
cise tax. 

But there is somewhat less una- 
nimity as to a cure for the Gellman 
situation (in which wholesalers and 
manufacturers do not have to col- 
lect the excise tax on items sold for 
use as prizes, premiums, awards, 
etc., while similar sales by retail- 
ers continue to be taxed). 

The differences of opinion center 
on the degree to which the various 
segments of the industry are will- 
ing to support or oppose two op- 
posite proposals before the 1960 
Congress. 

One proposal, backed by three 
identical bills — the Martin-Simp- 
son-Forand bills (named for their 
Congressmen sponsors) — would 
achieve tax equality by extending 
Gellman-sales excise tax exemption 
equally to retailers. 

The other proposal, a bill spon- 
sored by the Treasury Department, 
would achieve tax equality by void- 
ing all tax exemptions on Gellman 
sales; it would do this simply by 
redefining “retail sale” as any sale 
for purposes other than resale. 

The Jewelry Industry Tax Com- 
mittee, set up by manufacturers, 
wholesalers and retailers to fight 
for repeal of the excise tax, met on 
Jan. 15. It voted to support the 
Martin - Simpson - Forand bills; to 


fight the Treasury bill. In addition, 
it is planning a test court case to 
try to gain equal exemption for re- 
tailers with wholesalers and manu- 
facturers in Gellman sales. 

Directors of the Retail Jewelers 
of America, Inc., met the same day. 
They endorsed the Martin-Simpson- 
Forand bills and the court case. 
If these fail, however, the RJA di- 
rectors decided, they will support 
the Treasury bill. One way or the 
other, RJA hopes to get tax equal- 
ity in Gellman sales for all types 
of seller. 

Jewelry manufacturers will back 
the Martin - Simpson - Forand bills 
down the line. While they would 
also support a court test case, they 
would under no circumstances back 
the Treasury bill. Their reasoning is 
this: if they can win equal exemp- 
tion for retailers in Gellman sales, 
it would be an important victory 
in the larger war against all excise 
taxes. But if they helped the Trea- 
sury to restore excises on all Gell- 
man sales, they would be losing 
ground in the excise fight. Jew- 
elry wholesalers sympathize with 
the manufacturers’ goals. 


Support for Treasury Bill 


A fourth position, which en- 
dorses the Treasury bill, is that 
of the Ohio RJA. In a letter Feb. 
12 to all state jewelers’ associa- 
tion secretaries, Ohio Executive 





AFTER THE BOWL IS 
OVER: Hamilton Watch Co. 
supplied these award watches 
to each of the members of 
the winning teams this year 
in the Liberty, Tangerine, 
Sugar, Cotton and Bluebon- 
net Bowl games (from left 
in photo), plus the Hula 
Bowl! in Honolulu. Outstand- 
ing feature of the watches is 
their special emblematic dial; 
all watches were engraved 
with players’ names. 


JEWELER 


Secretary Clarence Moses ap- 
pealed for backing for the Trea- 
sury bill. Moses’ stand is this: 
he wants Gellman tax equality for 
retailers now; the Martin - Simp- 
son-Forand bills are good but 
they can’t be passed; a test case 
might require two or three years. 
Therefore the Treasury bill, which 
he feels can pass this year, is the 
answer. 

Here is the gist of Moses’ rea- 
soning: “The Martin-Simpson-For- 
and bills are opposed by the Trea- 
sury Department and by the Ex- 
cise Tax Division. These bills made 
no progress last year, were not 
even heard before the Ways and 
Means Committee. 

“If everyone ... had gotten be- 
hind the Treasury bill it could 
have sailed through Congress a 
year ago. The actual fact is that 
both the Treasury bill and the Mar- 
tin-Simpson-Forand bills were bog- 
ged down and got nowhere. 


Delaying Action? 

“The Treasury bill was intro- 
duced this year and if everyone 
were behind it, it could sail through 
Congress. But, at the very first 
meeting of the Ways and Means 
Committee, objection was raised 
that the Martin - Simpson - Forand 
bills should be considered along 
with the Treasury bill. This 
‘could be] a delaying action to pre- 
vent the Treasury bill from con- 
sideration while JITC pursues a 
taxpayer’s suit. Why wasn’t 
this suit started a year ago? If it 
is such a good idea now, it was a 
better idea a year ago. 

“Retailers cannot look to RJA for 
leadership because its directors a 
few weeks ago voted to support the 
Treasury bill, but it now develops 
that the support is after the Mar- 
tin-Simpson-Forand bills fail of 
passage. Just how you can go be- 
fore a Congressional Committee 
riding off in two directions at once 
is a little puzzling. 

“This fight is unmistakably man- 
ufacturer and wholesaler vs. re 
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tailer—pretty words and soft soap 
won't alter the fact. 

“If you agree that retailers need 
to do something about this unfair 
situation, write to the Honorable 
Wilbur D. Mills and urge his quick 
introduction of the Treasury bill 

. So hearings can be held.” 


RJA’s Position 

A policy statement by RJA 
President Oliver Jenkins on Feb. 
23 made these points: 

“The basic position with regard 
to the so-called Gellman ruling, and 
with subsequent bills introduced to 
correct the problem, has not been 
compromised by the recent resolu- 
tion to support [the Treasury bill}. 

“The original and basic position 
of RJA is to seek equalization of 
distribution rights by extension of 
the principle of the Gellman ruling 
to the retai! level. RJA cooperated 
in the introduction of the Martin- 
Simpson-Forand bills. These 
bills are in fact retailers’ bills, in- 
asmuch as the privilege of making 
tax-exempt Gellman sales is al- 
ready permitted wholesalers and 
manufacturers. 

“RJA also supported a _ resolu- 
tion before JITC calling for a test 
case to determine the validity of 
the IRS ruling that holds retail- 
ers ineligible to make tax-free 
sales. 

“Passage of the Martin-Simp- 
son-Forand bills or the successful 
conclusion of the tax case will re- 
store equality of distribution to all 
levels. Further, the industry will 
receive some measure of excise tax 
relief, and product discrimination 
in the market for prizes, awards 
and premiums will end. 


Sign of Strength? 


“In a bill recently introduced... 
there was a section that did define 
a retail sale as any sale other 
than for resale, thus voiding the 
principles of the Gellman ruling. 
In reporting this bill out of com- 
mittee, the Ways and Means Com- 
mittee struck from the bill this 
section, and indicated they would 
hold separate hearings on this mat- 
ter. The fact that the committee 
did not report out the new defini- 
tion of retail sale indicates strength 
for the Martin - Simpson - Forand 
bills. 

“Senator Green of Rhode Island 
has just introduced a bill identical 
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to the Martin - Simpson - Forand 
bills. This bill was introduced at 
the request of a large RJA retail 
jeweler. 

“Hearings on the Martin-Simp- 
son-Forand bills and the Treasury 
request may be scheduled soon. We 
will strongly support [these three | 
bills with the understanding that 
failure of these to pass, and loss 
of the tax case, will necessitate un- 
qualified support of the Treasury 
bill. 

“It is earnestly hoped that all 
affiliated associations will actively 
support the RJA position.” 


Zale buys 8 stores of 
Olsen & Ebann Jewelry 


Zale Jewelry Co. in January pur- 
chased the 8-store Olsen & Ebann 
Jewelry Co. chain, which operates 
in Illinois, Indiana and Michigan. 
Zale now has 149 stores in 26 
states. 

Dallas-based Zale recorded net 
sales of $43.7 million in the last 
nine months of 1959, up 23.8 per 
cent from the same period in 1958. 

In addition to the Olsen & Ebann 
purchase (for an undisclosed 
price), Zale has since Jan. 1 also 
purchased Tenenbaum Jewelers in 
Waterloo, Iowa, and a_ jewelry 
store adjacent to the University 
of Texas campus in Austin. In this 
latter store, Zale has set up a 
scholarship training program for 
students interested in jewelry re- 
tailing. Students will, upon grad- 
uation, be assigned to one of the 
Zale stores. 

Another six stores are also pres- 
ently under construction, will be 
opened early in 1960. 


JIC reelects Kind, 
names new directors 


Oscar Kind, Jr., president of S. 
Kind & Sons in Philadelphia, was 
reelected chairman of the Jewelry 
Industry Council at a meeting in 
New York Jan. 15. 

Also reelected were Walter L. 
Kahn of Kahn-Jacobson, treasurer, 
and William E. Smith of Irons & 
tussell, secretary. Albert E. Haase 
is Council president. 

New directors in the retail divi- 
sion: Maurice Adelsheim, Sr., of 
Minneapolis; M. J. Brown of Low- 
ell, Mass.; Irving N. Chayken of 


Hammond, Ind.; Hyman A. Gold- 
berg of Portsmouth, Va.; B. C. 
Helzberg of Kansas City; Richard 
Jessop, Sr., of San Diego; Cecil D. 
Kaufman of Washington; Victor A. 
Lambert of New York; Victor Paul 
of Newark, N. J.; Arnold A. Schiff- 
man of Greensboro, N. C.; Carroll 
C. Seghers of Coral Gables; George 
J. Sloan of Tulsa. 

New directors in the supplier 
division: Benjamin Rossman of A. 
& Z. Chain Co.; Robert J. Gunder 
of Hamilton Watch Co.; Walter L. 
Kahn of Kahn-Jacobson,  Inc.; 
David I. Heyman of Oscar Heyman 
& Bros.; Gordon Howard of Elgin 
National Watch Co.; Leo L. Kaplan 
of Lazare Kaplan & Sons; Craig 
D. Munson of International Silver 
Co.: Gustav H. Niemeyer of Handy 
& Harman: Dudley E. Sanderson 
of Oneida Ltd.; W. Waters Schwab 
of J. R. Wood & Sons; Ray F. 
Warren of Bulova Watch Co. 


Weisfield elected head 


of Diamond Council 


At the annual meeting of the 
Diamond Council of America, Inc., 
held in New York Jan. 16, Leo 
Weisfield was unanimously elected 
president. He succeeds Mortimer 
S. Abelson, who has held the post 
for the past three years. Mr. Weis- 
field is from Seattle, Wash., where 
he heads Weisfield’s, Inc., a chain 
of 36 jewelry stores located from 
Sacramento to the Canadian bor- 
der. 

Other officers elected to one-year 
vice-president, 
Detroit; sec- 


terms were: first 
Meyer Rosenbaum, 
ond vice-president, Lewis L. Silber- 
man, Pittsburgh; secretary-trea- 
surer, A. M. Shapiro, Toronto, 
Canada; chairman of the board, 
Mortimer S. Abelson, Newark. 

Elected directors for 1960 were 
Melvin Lesser, Charleston, S. C.; 
J.C. Mumma, Reading, Pa.; Lowell 
Hamburg, Marion, Ohio; Russell 
Perel, Memphis; Seymour Rudolph, 
Syracuse; Barnett C. Helzberg, 
Kansas City; Alvin Fink, Roanoke; 
Oliver A. Jenkins, Jacksonville; 
Stanley B. Kahn, Pine Bluff, Ark.; 
Abraham Rysman,_ Brockton, 
Mass.; Robert R. Savitt, New 
Haven, Conn.; Daniel W. Crone, 
Jr., Baltimore; and Morris Mal- 
love, New London, Conn. 
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Jacques Kreisler, center, and Toby Stern inspect gift gavel 
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Kreisler honors Stern 
at surprise dinner 


President Toby Stern of Jacques 
Kreisler Manufacturing Corp., sat 
bewildered. On the screen, in suc- 
cession, were slide photographs of 
him with Mae West, him and 
James Cagney, him chuckling with 
President Eisenhower, him draw- 
ing against Marshal Dillon, him 
importantly at the round Yalta 
Conference table. 

There were also, however, slides 
of some of the real and important 
things that had happened to him 
in his 35 vears with the watch- 
bands firm, and, deeply moved, he 
realized that the Kreisler family 
Was pay ing sul prise tribute to him 


at this spring sales meeting in 
New York. 

Slide narrator Alfred Miller. 
Kreisler’s advertising director, re- 
counted for the assembled Kreis- 
ler salesmen and their wives, some 
of whom had traveled 3000 miles 
for the meeting, the 
ways in which Stern had led Kreis- 
ler over the years, ended by saying 


three-day 


that “greatness is a quality which 
we find in few people, but that 
quality lives in Toby Stern.” 
After the film, Jacques Kreisler 
presented Stern a handsome me- 
mento of his career, a beautiful 
hand-carved walnut 
Embedded in the four sides of the 
sounding block were a Kreisler 
watchband, a watch strap, a Coli- 


gavel set. 


bri by Kreisler lighter, and tubing 
(to represent the industrial divi- 
sion of Kreisler). All the items 
were made of gold. 

Stern thanked the group for this 
“unforgettable evening,” said that 
“what has transpired here is 
really a tribute to our company, 
which has also risen from humble 
circumstances to the great firm it 


is todav.”’ 


Former AEC chief joins 
Bulova as a director 


Maj. James McCormack, 
former military chief of the 
Atomic Energy Commission and 


now a vice-president of Massachu- 


Gen. 


setts Institute of Technology, has 


General McCormack 


been elected to the board of direc- 
tors of Bulova Watch Co. 

He will devote major attention 
to Bulova’s research and develop- 
ment activities and to its expand- 
ing operations. 

General McCormack was gradu- 
ated from West Point in 1928. He 
was later given a Rhodes Scholar- 
ship, graduated from Oxford Uni- 
versity in England in 1935. In 1937 
he received a master degree in en- 
gineering from MIT. During World 
War II he served on the staff of 
Gen. Omar Bradley, who is cur- 
rently Bulova’s chairman of the 
board. In 1950 he was transferred 
from the Army to the Air Force, 
served ultimately as director of 
Air Force research and develop- 
ment in Washington, D. C. 


Bills would stiffen 


design protection laws 

A pair of bills to protect against 
the piracy of original designs are 
awaiting action in the Senate. 

The newest bill, S. 2852, would 
extend to commercial use of an 
original design the same protection 
it now enjoys under the Copyright 
Act. 

Difference between the new bill 
and S. 2075, introduced last year, 
is this: under S. 2075, the owner of 
a copyright is protected for only 
five years in the commercial use of 
his design. Under S. 2852, the 
copyright owner would be protected 
for 28 years and an additional 28 if 
he renewed his copyright. 


Diamond Trade group 
reelects Kleinberg 


Henri S. Kleinberg was _ re- 
elected president of the Diamond 
Trade Association of America, Inc., 
at the group’s annual meeting Jan. 
13 in New York. 

Other officers, all reelected: 
Mario Montekio, vice-president; 
Irving Freed, secretary; Henry 
Hollander, treasurer. 

The 1960 board of directors are: 
Maurice Alfus, Ancel Back, Josef 
Biegeleisen, Max Corton, Sylvan 
Dresner, Carl Gutwirth, Robert 
Kaleko, Alfred Polak, Henri Polak, 
Maurice Poser, David Ruff, William 
Verstandig. Executive secretary of 
the group is Rosette Schwarz. 





Walter Karlan 


Jewelry Crafts elects 


Walter Karlan president 
Walter Karlan of Karlan & 
Bleicher, Inc., New York maker of 
karat gold rings and findings, was 
elected 1960 president of the Jew- 
elry Crafts Association at its an- 
nual meeting Feb. 4 in New York. 
Other officers-elect: William 
Schneider of William Schneider, 
Inc., first vice-president; Simon 
Abraham of Advanced Ring Man- 
ufacturers Inc., second vice-presi- 
dent; Isadore Gratz of Louis Gratz 
Sons, Inc., treasurer. 
Directors-elect are Simon Abra- 
ham, Barnett Esh of Kasper & 
Esh, Inc., Saul Plosky of Corbett 
& Bertolone, Inc., Martin Kritzer 
of K.S.K. Jewelry Co., Inc., and 
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ASSOCIATE JEWELERS ELECT GERSON: Jules Ger- 
son of Goldstein-Gerson Co., Inc., was elected president of 
Associate Jewelers, Inc., at the group’s annual meeting 


Perry Marks of Jackay Jewelers, 
Inc. 

Outgoing President Arthur M. 
Buxbaum of B. F. Hirsch, Inc., was 
presented a bronze plaque as tes- 
tament to his exemplary services 
during his two-year term. 

The meeting ratified a_ three- 
year labor contract, providing sub- 
stantial wage increases, plus pen- 
sion and welfare fund benefits. 
The union agreed to four new un- 
apprenticeable trades classifica- 
tions. 


Storti is president 
of Hadley Corp. 


Jack R. Storti and a group of as- 
sociates have acquired the Hadley 
watchbands line, including all trade 
names and trademarks for the 
U. S. and Canada, from Elgin Na- 
tional Watch Co. Storti becomes 
president of the firm. 

Storti, founder and former exec- 
utive vice-president of Flex-Let 
Corp. until November 1959, states 
that he has recognized that an im- 
portant niche needs to be filled in 
the watchbands industry, and he 
aims to fill it with Hadley as a qual- 
ity line priced in the $3.95 to $8.95 
retail range. 

Says Storti: “Practically every 
jeweler needs a quality low-price 
line, that he can sell with confi- 
dence, to co-exist with those lines 
that specialize in price ranges up 
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Jack R. Storti 


to $14.95 retail, and still get a 
Keystone plus-plus markup.” 
Hadley sales headquarters are at 
580 Fifth Ave., New York 36. Fac- 
tory is located in Pawtucket, R. LI. 
Storti will continue as vice-presi- 
dent of David Megur, Inc. 


80 nations will enter 
U. S. World Trade Fair 


Gov. Nelson Rockefeller of New 
York has asked some 80 nations to 
participate in the U. 8S. World 
Trade Fair at the Coliseum in 
New York May 4-14. 

Last year some 60 nations put on 
3000 displays of goods ranging 
from perfumes to printing machin- 
ery, and including jewelry, gift- 
wares, china and glasswares. 


~ «By 


viewed the 1959 activities of the group, was presented a 
bronze plaque by members in appreciation of his services 
to the group through the past decade. Henry Peterson of 


Jan. 21. The association, of New York gold and platinum 
jewelry manufacturers, elected J. Harold Kushner first 
vice-president; Bernard Chalson, second vice-president; 
Elliot Wasley, secretary; Louis Flyer, treasurer. Out- 
going President Ben Ross of Ross Watch Case Corp. re- 
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Feature Ring Co., chairman of the group’s labor commit- 
tee, reported that the jewelry workers’ union had re- 
quested a new labor contract with additional wages and 
benefits totaling 55 cents per hour. Peterson said that 
committee negotiations thus had come to an impasse. 
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ANOTHER WAY 
RCA SERVES YOU 
THROUGH 
ELECTRONICS 


Made in America— 
by American craftsmen— 


with all-American components 


: 


The amazing miniature “Pockette’’ shirt-pocket radio with surprising performance. 


Wide range tone, remarkable sensitivity. Sell-on-sight styling! (1TP2)* 


The smallest SiG radio ever made! 





Cordless transistor clock radio, 
with a lifetime clock battery. 
Also a fine portable . . . uses 
economical flashlight-type bat- 
teries. (TC1)* 


*Asterisked models have Nonbreakable IMPAC® case . 
for five years against chipping, cracking or breaking 


One of the complete line of All-American 
Transistor radio gems by RCA VICTOR 


Never before such performance ... so 
much beauty so much value packed 
into such a complete radio line. 

Not until you and your customers oper- 
ate one of these powerful, full-toned gems 
will you believe such tremendous quality 
can come from such compact instruments. 
It’s no wonder we’re busy keeping up with 
the demand! Demonstrate one and prove 
its drawing power yourself. 





seer LP PROIORE GOT 


Cordless Table Radio: stunning 
Flairline styling. Two direct-drive 
powerful speakers; famous ‘‘Golden 
Throat’’ tone. Three beautiful color 
combinations. (TX1) 


Extra-powerful gift. 
“High-T”’ Circuit. 
Plays on either long- 
lasting mercury cells 
or operates for years 
on rechargeable bat- 


. « guaranteed in writing 
teries. (1T4)* 


in normal use. 


Get this beautiful new Protective Show- 
case ideal display for the entire line. 
High-styled metal and plexiglass, with ad- 
justable shelves to hold up to 18 miniature 
radios. Hinged back with a sturdy lock. 
Your RCA Victor distributor will give you 
complete information. 


@ RCA VICTOR® 


THE MOST TRUSTED NAME IN RADIO 


Smartest slated All-transistor portable radio. 
pigskin. . . a big-de- Hottest seller we’ve ever made. 
mand transistor port- ““High-T’ Circuit and speaker 
able. ‘“‘High-T’ Cir- give improved fidelity, extend 
cuit delivers sound of tonal response. Three flashlight 
super-clear quality. batteries permit more than 100 
Three colors. (T2) hours’ listening pleasure. (T1) 
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Democrats push for $1.25 minimum wage; 
Republicans look for compromise plan 


Minimum wage legislation is be- 
coming a key election issue. 

Democrats are fighting hard to 
increase the hourly minimum from 
$1 to $1.25. 

The Republicans, seeing the ris- 
ing sentiment for a higher mini- 
mum wage, will abandon President 
Eisenhower’s original program for 
extended coverage alone. The ad- 
ministration will back higher mini- 
mum wage legislation, but not as 
high as $1.25. 

Such a move by the administra- 
tion would blunt somewhat the 
vote-getting of the broad legisla- 
tion backed by the Democratic 
party’s two avowed presidentia! 
contenders, Senators Kennedy and 
Humphrey. 

The Republican proposal would 
probably extend coverage to 2.5 
million workers, mostly in chain 
stores. 

The real headache for retailers 
is the Kennedy minimum wage bill, 
which would extend coverage to an 
additional 7.5 million workers. 

The Kennedy bill, after labor 
subcommittee juggling, now brings 
just about all retailers under fed- 
eral regulation. 

The bill calls for a four-year 
progression scale governing both 
minimum wages and maximum 
hours for all retail stores doing a 





gross business of more than $750,- 
000 annually. 

It would hold the minimum at $1 
an hour during the first year but 
provide a maximum work week of 
46 hours. During the second year 
the minimum would be $1.10 with 
overtime after 44 hours. Third 
year—$1.20 and 42 hours. Fourth 
vear—$1.25 and 40 hours. 

Firms grossing tess than $750,- 
000 would be required to pay a flat 
$1 minimum. This would be effec- 
tive 18 months after enactment. It 
has no overtime requirement. 

Federal regulation will not only 
force wages higher but will in- 
costs by imposing 
requirements on 


crease store 
record - keeping 
retailers. 


James H. Napier dies; 
president of Napier Co. 


James H. Napier, 71-year-old 
president and general manager of 
Napier Co., New York fashion 
jewelry firm, died Feb. 8. 

He was born in Martinsburg. 
N. Y., worked for General Electric 
Co. and for International Silver 
Co. until, in 1914, he joined Napier. 
He became president and genera! 
manager of the firm in 1920. 

Napier was interested in many 


(LSO, GOLDEN SHIELD BY HAMILTON BEACH: Officers and sales repre- 
sentatives of Golden Shield Corp., New York sales-distribution firm, meet, for 
their winter sales meeting, at Nevele Country Club in New York. Golden Shield 
was established by Arthur P. Gould last year to sell and distribute a “Golden 
Shield by Sylvania” line of transistor radios, table and clock radios and stereo 
phonographs made by Sylvania Electric Co. On Feb. 2 Gould also signed an 
agreement with Hamilton Beach Co. to merchandise its electric toasters and 
portable mixers initially, vacuum cleaners and electric can openers later, as the 


“(olden Shield by Hamilton Beach” line. 


TOAST: Henry Peterson, president of 
Feature Ring Co., receives a silver 
bow! from Comptroller Seymour 
Silberman during the recent 25th an- 
niversary party of Feature Ring in 
New York. Mr. and Mrs. Peterson 
were hosts to more than 400 guests, 
including the firm’s 350 employees. 


charities in New York and in 
Meriden, Conn., where the firm had 
a plant. He was especially active 
with the Children’s Cancer Fund 
of America of New York. 

Surviving are his widow, Lucy 
Baumiller Napier, and a 
Ada Napier Hatfield. 


sister, 


Ring Guild reelects 
Shiman president 


Leonard Shiman of Shiman Man- 


ufacturing Co. in Newark, N. J., 
was reelected president of the Ring 
Guild of America at the Guild’s 
annual meeting Jan. 18 in New 
York. Maurice H. Fried of Star 
Ring Manufacturing Co. in Buf- 
falo, N. Y., was reelected first vice- 
president. 

Other 1960 officers are William 
Schneider of William 
Inc., New York, second vice-presi- 
dent, George S. Heller of Heller & 
Hope in New York, treasurer, and 
tuth L. Greene of Linde Co. in 
New York, secretary. 

Guild members voted to continue 


Schneider, 


their present program for retailers, 
which includes free newspaper ad 
mats, lighted 
birthstone display cards, supplies 
of the booklet ‘“‘Romance of Rings 
and Birthstones.”’ 


window. displays, 


JEWELERS’ CIRCULAR-KEYSTONE, MARCH 1960 





New LP-6 RONSON Pocket 
Lighter extra bonus offer! 


FREE! 


A full, seven-piece table 
setting of luxurious world 
famous imported Irish linen. 
Rich, heavily-woven pieces 
in a beautiful aqua shade, 
giant 52” x 70” tablecloth, 
plus six 17” x 17” napkins. 
A sensational $20 retail 
value — a free gift for your 
entire family! 

Beautifully gift-packed! 
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This genuine imported Irish linen table setting FREE when you 
order the fast-selling RONSON Pocket Lighter Assortment below. 


Capri Highlite Whirlwind Imperial Whirlwind Imperial 


bb g $t50 PQg TTRH101 23100 2- 223 


Suggested Retail 9.95 Suggested Retail 0.9° Suggested Retail 9.50 Suggested Retail 10.50 Suggested Retail, each 9.50 


this is PROFIT PLUS! 


6 Fast-selling Ronson pocket lighters suggested retail value .. *58.90 
Your cost at national average selling price 
YOUR PROFIT 
PLUS FREE 7 piece set of Deluxe Irish linen —a $20 value! 





ONSON LP-6 7 
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maker of the world’s greatest lighters and electric shavers 
Ronson Corp., Woodbridge, N. J., U.S.A. 
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State of the Jewelry Business 





Weddings pick up in ’59 after hitting post-war bottom in ‘92 





The institution of marriage, 


which suffered In 1958 for lack ol IMPORTS % change °% change 
participants, showed signs In 1959 a nen Jan.-Dec. from Jan.- 
of a return to grace in the U. S. 1959 Dec. 1958 1959 Dec. 1958 
In 1959 there were 1,494,000 WATCH MOVEMENTS (units) 
weddings, 3 per cent more than 0-1 jewel 752,852 +15.5 7,091,030 + 34.0 
there were in 1958 (which had less 2-7 jewels 98,377 — 20.2 1,368,102 +9.2 
than any year since 1939). Popu- 8-15 jewels 8,902 +85.3 63,453 +27.1 
lation and other experts are pre- 16, 17 jewels 537,530 +64.7 6,090,178 +29.8 
dicting that the 1960’s will have over 17 jewels 2,167 +1.4 19,209 —11.9 
several years that will match or all movements 1,399,828 +26.3 14,631,972 +29.4 


better the victory celebration of DIAMONDS 
1946, when a record 2,291,045 mar- cut, by carats 107,408 +35.0 929,301 +29.4 
cut, by value $7,251,500 —8.0 $85,366,049 +25.4 
uncut, by carats 89,831 — 52.7 1,608,503 +41.5 
uncut, by value $5,474,632 —33.8 $93,800,838 +27.8 
) CULTURED PEARLS $1,418,018 +31.6 $13,082,836 + 26.4 
steered eagle nsnmapmiiccint IMITATION STONES $617,383 —48.3 $10,245,693  +410.0 
aphor) wedding-business “‘harvest”’ 
right in the middle of the 1960's. EXCISE TAXES °% change % change 
Excise tax collections for 1959, er Jan.-Dec. from Jan.- 
which totaled $159,679,000 and Dec. 1958 1959 Dec. 1958 
were 5.6 per cent more than 1958 AMOUNT COLLECTED 4+3.6 $159,679 + 3.6 
collections, indicate the general in- (add 000) 
crease in the amount of jewelry 
business — at least excise-taxable VITAL STATISTICS % change % change 
jewelry business——done in 1959. If December from Jan.-Dec. from Jan.- 
you have records of the amount of 1959 Dec. 1958 1959 Dec. 1958 
excise-taxable jewelry you sold in MARRIAGES 127,000 1,494,000 +3.0 
1958 and in 1959, you may want to BIRTHS 350,000 —2.0 4,249,000 +1.1 
match them up to see whether your 
1959 sales were less, the same, or FAILURES % change % change 
more than 3.6 per cent better than January from jJan.-Dec. from Jan.- 
1958 sales. 1960 Jan. 1959 1959 Dec. 1958 
Again, if you enjoy compara- CASH JEWELERS 12 132 pe 
tives, you may want to evaluate INSTALMENT JEWELERS 5 38 +35.7 
your sales increases 1959 over WATCH REPAIRERS 0 5 —16.7 
1 WHOLESALERS 3 34 —8.0 
1 


1958 with department store fluctu- MANUFACTURERS 26 — 30.0 
ations for the same period, in the 


three categories listed in the table. WHOLESALE JEWELERS’ DEPARTMENT STORE SALES 
SALES DECEMBER 1959 
%, change % change 


| from from Jan.- 
Vail for GIA burned DECEMBER 1959 war aah tien, SOU 


In ratlroad-car fire % change % change FINE JEWELRY, 
= | | from from WATCHES 412 +12 
The Gemological Institute of Dec. 1958 Nov. 1959 SILVERWARE 
America is requesting that any SALES — +8 CLOCKS +2 +3 
jeweler who addressed mail to GIA INVENTORY 45 12 COSTUME 
headquarters in Los Angeles _ be- JEWELRY +9 
tween Jan. 10-13, who has not yet 
received an answer, please duplicate METAL PRICES—MID-FEBRUARY, 1960 
the request or message of the mail. (troy ounce, large lots) 
GIA reports that a railroad car Mid-February One Year 
fire at Cadiz, Cal., destroyed more 1960 Ago % change 
than 1000 sacks of mail. Many SILVER $.91 3/8 $.90 3/8 +1.U 
pieces of charred mail were re- PLATINUM $82 $52 + 57.7 
ceived by GIA, some legible, others PALLADIUM $24 $16 + 50.0 
not. Probably other mail for GIA IRIDIUM $70 $62 +12.9 


was totally destroved. 


riages were performed. 
Indeed, the so-called “‘baby crop” 
from the years 1946-’47-’48 should 
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The swiftest jet cannot transport you to as many international markets as you 
can cover in one day's tour of the 4th Annual U. S. World Trade Fair at the New 
York Coliseum. For here, under one roof, over 3,000 leading foreign manufac- 
turers, suppliers, exporters and government representatives are exhibiting the 


best the world has to offer: 





Commodities and services from 64 countries featuring CLOCKS AND WATCHES, 
JEWELRY, CHINA AND GLASSWARE, TABLEWARE, GIFTWARES, HOUSE- 
WARES, NOTIONS AND NOVELTIES, CAMERAS, RADIOS, TYPEWRITERS, 
ACCESSORIES. 

THIS IS THE FOREMOST EVENT OF THE COMMERCIAL CALENDAR—highlight- 
ing exclusive high profit, new product lines . . . many being shown for the first 
time. If it is worth importing, you will see it first, buy it first at the greatest 
international trade fair in the Western Hemisphere. 
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The Fair last year attracted 162,000 businessmen and buyers. Plan now to 
: attend the outstanding merchandising event of the year! 
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= 1 U.$. WORLD TRADE FAIR i 


4TH ANNUAL 




















REGISTRATION COUPON FOR THE TRADE ONLY 
Save time by registering NOW. Fill in and mail this registration coupon 
— to the address below and your admission credentials will be mailed to you. 
There is no registration fee. Please check below if you wish us to make 


hotel reservations for you. 


N EW VO Fok, PLEASE PRINT 


NAME 

COLISEUM me 
STREET 

CITY 

TYPE OF BUSINESS... 

PRODUCTS MFG’D OR SOLD 
































Please check below the classification of your business. 
[|] Wholesaler [] Exporter [}] Dept. and Chain 
[] Importer [] Mfrs.’ Agent Store Buyer 


a & Ss 
FOR YOUR FREE CxK [] Retailer [] Manufacturer [] Other 


ADMISSION CREDENTIALS [] Please send us your hotel reservation blank 
UNITED STATES WORLD TRADE FAIR, 331 Madison Ave., N. Y. 17, N. Y. 


Minors under 18 years will not be admitted during trade sessions. 
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AT SQUAW VALLEY, CLEAN SHAVES: Ed. J. Halliday, right, Norelco 
shaver representative in San Francisco, presents Robert Minerich of the Winter 
Olympics Organizing Committee with the first of the Noreleo shavers which 
the athletes of the world used at the winter Olympics last month in Squaw 
Valley, Cal. Shavers were given to the athletes after the games. 


SPACE AGE WATCH: This wrist 
navigator watch made by the Swiss 
for professional pilots is able to cal- 
culate where the plane is going, fuel 
consumption, ground speed, miles per 
minute, rate of descent or climb, time 
elapsed in hours, minutes, seconds. A 
Breitling watch, it is one of a large 
group of timepieces being shown by 
the watchmakers of Switzerland to 
lL. S. firms. 
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UNE BROCHE DE CHAL- 

MET: Gamin French model 

displays the newest in Pari- 

sian fashion jewelry, a gold 

flower clip from the house of 

Chaumet, strewn with tiny , ’ is 

diamonds and rubies. | yi, PIONEER AUTOMATIC LIGHTER: 
The world’s first automatic cigarette 
lighter is placed in a case in the Hall 
of Heating and Lighting at the 
Smithsonian Institution in Washing- 
ton, D. C., by Acting Curator C. Mal- 
colm Watkins, as President Louis V. 
Aronson, II, the donor, looks on. The 
“Banjo” lighter was invented by Ron- 
son Founder Louis V. Aronson, was 
marketed in 1926. Since its introduc- 
tion it has been traded by natives 
of New Guinea, used to light whale- 
oil lamps by Eskimos, sold across 
retail counters in five continents. 
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JC-K 
PHOTO REPORT 


ace. vos D> 


tHE VALUE OF SHAV- 
ING: Bing Crosby receives a 
platinum recording of his re- 
cording ““Music to Shave By,” 
which was 1959's most 
played, from Columbia Rec- 
ords Vice-President Andrew 
Schrade. Record sold 6 mil- 
lion copies. Platinum award 
was given Crosby by Rem- 
ington Shavers, joins Bing’s 
already-swelling collection: 
an “Oscar,” and “Emmy,” 
mantels-full of golden 1-mil- 
lion-dise milestones. 
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BEFORE THE RACE: Pierrepont T. Noyes, left, executive vice-president and 
general manager of Oneida Silversmiths, helps Skiing Instructor Rudy Kuer- 
steiner select a silver hollowware trophy for the Mar. 12-13 Oneida Silversmiths 
Trophy Race at Snow Ridge. With Kuersteiner is former Swiss Olympic Skier 


Walti Blaesi, winner of last year’s Oneida classic. 


racer himself. 


STRONG RIGHT HAND: Ann C. 
Lepry, third from right, secretary to 
George R. Frankovich of the Manu- 
facturing Jewelers & Silversmiths of 
America, Inc., receives a_ certificate 
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Noyes is an enthusiastic 


a 
of Professional Secretary from ex- 
ecutives of the National Secretaries 
Association. Miss Lepry was the only 
successful 1959 candidate for the 
honor in Rhode Island. 
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TIMEX FOOTBALL AWARD: 
Johnny Unitas, all-pro quarterback of 
the Baltimore Colts, holds the first 
annual Timex “Player of the Year” 
award, presented to him during the 
Jan. 16 NBC-TV Jerry Lewis Timex 
show. Timex annually will honor the 
top professional football player. 
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WMDAA gets cheers, 
cash for film project 


The associate members of the 
Watch Material Distributors Asso- 
ciation of America met in New 
York recently at a special fund- 
raising luncheon for the group’s 
1960 program for the motion pic- 
ture film “What Makes It Tick?” 
After the film was run, enthusias- 
tic members pledged, “right there 
on the floor,” enough money to 
WMDAA’s entire $25,000 
budget, which 
nationwide window decal distribu- 
tion. 

The meeting was co-chaired by 
President Seymour Marcum of 
Norvell Marcum Co. in Tulsa, and 
by First Vice-President William 
Swartchild of Swartchild & Co. in 
Chicago. 

The film, a public relations 
effort, is designed for showing on 


cover 


proposed includes 


television, at private organization- 
al meetings and at various club 
functions. It pushes for recog- 
nition of quality watchmakers and 
jewelers who use genuine watch 
repair parts. 

Other 1960 activities of WMDAA 
include the establishment of a com- 
mittee on _ Internal 
Practices headed by Gene Swigart 
of E. & J. Swigart Co. in Cincin- 
nati, the continuation of the com- 
mittee on Aid to Handicapped 
Veterans headed by Edward End- 
man of Pacific Jewelers Supply Co. 


Management 


in Los Angeles, and planning for 


its 1960 New York convention. 


Zale gives scholarships 
to develop management 


Scholarships have been awarded 
two University of Texas students 
as part of Zale Jewelry Co.’s. new 
“on-the-job” management develop- 
ment program. 

The two students will use the 
Zale grant to continue their busi- 
ness administration studies. wil] 
also work part time in Zale’s new 
Austin Upon graduation, 
the two will be offered permanent 
positions in the Zale chain. 

If the idea proves successful in 
Texas, Zale may extend the pro- 
gram to colleges and universities 
throughout the nation, wherever 
its growing number of stores are 
located, 


Store. 
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SECURITY AL LAMBERT: Victor A. Lambert of Lambert 
Bros. Jewelers in New York was elected to the presidency of the Jewelers 
Security Alliance at this annual meeting for members and guests Jan. 29 in 
New York. He replaces Walter Eitelbach. Other 1960 officers-elect: James 
B. Dickey of Tiffany & Co., vice-president; Norman M. Morris of Norman M. 
Morris Corp.. treasurer: Roland A. Gsell of R. Gsell & Co., secretary. With 
these men on the executive committee are: Walter H. Butler, Jr., of E. W. 
Reynolds Co., Stanley E. Church of Church & Co., Walter Eitelbach, Charles 
Ellbogen of Stein & Ellbogen Co., Victor Paul of Wiss Sons, Inc., Reginald 
Reichman of Reichman Bres., and W. Waters Schwab of J. R. Wood & Sons, Inc. 
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STRATEGY IN WEST BEND: These salesmen and executives of Rolfs met 
in West Bend in January, in the leather goods firm’s new administration build- 
ing, to outline 1960 sales and advertising programs. Sales force was commended 
by Rolfs’ management for having sold 26 per cent more merchandise in 1959 


than in 1958, 


. 
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SARKIN PLANS PEARL RINGS: Owner David Sarkin and Sales Manager 
Sam Gorman of David Sarkin, Inc., New York maker of Kin-Lock and Tru-So 
diamond rings, told representatives at the firm’s annual sales meeting recently 
in New York that for 1960 new emphasis will be placed on pearl rings and on 
Linde Star rings, as well as on the diamond ring lines. A new series of news- 
paper mats and window display cards is available. 
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GUESTS MEET LANDERS, FRARY PRESIDENT: A reception and cocktail 
party for some 1000 guest dealers and distributors of Landers, Frary & Clark 
was held Jan. 11 in Chicago, so that they could meet President Harry T. Silver- 
man, third from right, in photo. Other officers of the housewares manufac- 
turer, from left: Stanley G. Fisher, vice-president and general sales manager: 
Bret C. Neece, chairman of the board; H. S. Perkins, a division sales manager: 
Silverman; Ralph Moore, a division sales manager; Frederick W. Richmond, 
chairman of the executive committee of the board. 
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ZIPPO USA—AND CANADA: In January Zippo Manufacturing Co. held its 
annual national sales conference at main offices in Bradford, Pa. Zippo district 
managers and aides in the U.S. and Canada, including three new district man- 
agers, worked for three days, plotted strategy for advertising and promotion 
nationally for 1960. 
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JEWELER—GRUEN’S 1960 VIP: Gruen Watch Co. began its 86th year of 
selling watches with a sales meeting in New York in January, met new Board 
Chairman John H. Ballard, saw a new men’s 17-jewel waterproof watch and 
companion ladies’ dress watch, heard plans to make the retail jeweler the Very 
Important Person in 1960 marketing plans. 


‘Golden Ones”’ results 
were good, report says 


The Watchmakers of Switzerland 
reports that “The Golden Ones” 
record album promotion attracted 
aS many as 1 million potential cus- 
jewelry stores during 
December, January and February. 

Consumers made from 800,000 
to 1 million in-store requests for 
coupons to obtain the $3.98 record- 
ing for $1, the Swiss say. The pro- 
motion brought an average of from 
80 to 100 customers into each of 
the 10,000 participating jewelry 


tomers to 


stores, 

The Watchmakers of Switzerland 
says it has received many favor- 
ble comments from jewelers all 
over the country. 

The album offer was first an- 
nounced to the public on a Nov. 29 
television special, and was con- 
cluded on Mar. 1. 

The recording was given great 
support by the nation’s. disc 
jockeys. Many of them ran special 
contest promotions with local jew- 
elry stores, offering copies of “The 
Golden Ones” as prizes. Others 
built entire programs around the 
record. In all, 252 dise jockeys 
took part in the promotion. 


Fair trade backers 
keep pressing for law 


Fair trade continues to rumble 
in Washington. 
Though it’s 


legislation 


doubtful that any 
fair trade could’ get 
through the Congress in this elec- 
tion vear, two bills are keeping the 
pot boiling. 

The two measures in the pot are 
stabilization bill” and 
“national” fair trade 


the “quality 
the so-called 
bill 


= 
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The quality stabilization bill, in- 
troduced this session, would permit 
manufacturers to control 
prices under trademark laws. It 
would allow manufacturers to re- 
voke the rights of a reseller to use 
the product trademark if their set 


resale 
waa ia’ 


prices were violated. 

The “national” bill would allow 
manufacturers to establish resale 
prices in all states which don’t ac- 
tively reject resale price mainte- 
nance. It has been in committee 
since last year. 





Gold Filled outlines 
1960 campaign program 


Help for retailers who sell gold 
filled jewelry is being readied by 
the Gold Filled Manufacturers As- 
sociation for 1960. 

Says S. L. Cantor, association 
sales director: “This year more 
than ever our budget will be used 
to assist the growth of retail sales. 
We have created an academic and 
merchandising program which 
should merit their cooperation.” 

Big on the group’s agenda will 
be the use of a specially designed 
award called the Gold Filled “Nug- 
get of Knowledge.” The nugget, a 
pin-sized replica of a real gold nug- 
get, will be given to sellers of gold 
filled jewelry watches and acces- 
sories who complete a correspond- 
ence course being offered by Gold 
Filled. Publicity will be generated 
with the presentation of the pin 
award, by Gold Filled. 

The association also has avail- 
able this year a display suitable 
for in-store use, case or window 
trim. Unit tells the story of gold 
filled, comes with ad mats and 
publicity stories, should be ready 
by mid-1960. 

Association will also continue to 
distribute its film, “‘The Gold Filled 
Story,’ and another film, “Constant 
as the Stars,” to retail outlets as 
well as to clubs and other groups. 


Son succeeds Sorrentino 
as Uncas president 


Stanley Sorrentino has succeeded 
his father Vincent as president of 
Uncas Manufacturing Co., Provi- 
dence, R. I., maker of finger rings. 

The firm, begun in 1911 by Vin- 
cent, has today 500 employees. 
Stanley, who graduated from Colby 
College in 1951, was previously an 
assistant treasurer and vice-presi- 
dent. 

Mrs. Kathrine Sorrentino, wife 
of the founder, was reelected a 
vice-president of the firm. Also 
chosen vice-presidents were Dr. 
Louis V. Sorrentino, a son, Mrs. 
Anna Marie Paolino, a daughter, 
and Arthur 8S. Reinherz and Louis 
KF. Monte, sons-in-law. 

New secretary is Anthony Masi, 
Jr. Fred Colagiovanni is assistant 


secretary. 
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FLEX-LET’S FINEST: Salesman Maurie Gotkin, left, is winner of the top- 
salesman award given by Flex-Let Corp. His territory includes parts of Min- 
nesota. Wisconsin, Iowa and Illinois. With Gotkin are Sales Manager Samson 
Greiff, center, and Rudy Bernau. 
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IMPERIAL BEGINS DIRECT MAIL CAMPAIGN: Promotion plans for the first 
half of 1960 were presented to salesmen of Imperial Pearl Syndicate in Chicago 
Jan. 6-9. A direct mail program was introduced; it will use a mailing piece which 
offers a gift pearl directly to the customer. Imperial will also continue its na- 
tional advertising campaign, with ads in Vogue, Harper’s Bazaar, others. Fran- 
chised dealers will be offered monthly promotions keyed in with the monthly ads. 


ETERNA SALESMEN MEET: Fterna sales representatives meet in New York 
for their annual sales meeting, which included the showing of new watch models 
and a new “Golden Heart” promotion kit. Meeting was chaired by Dr. R. F. 
Schild, seventh from left, Eterna vice-president. 
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TO THE VICTOR THE STOLE: Bob Guilbault, right, winner of Traub Manu- 
facturing Co’s. Fall Sweepstakes as the salesman who, in competition with 10 
others, most closely reached sales quota on Traub’s Orange Blossom diamond 
rings line, watches a Traub secretary model his prize, a mink stole. Adver- 
tising and Sales Promotion Manager Bill Roberts made the presentation. 
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WYLER IN VEGAS: These officers and salesmen of Wyler Watch Corp. met 
recently in Las Vegas for the firm’s annual convention, From left: Tom Mce- 
Cready, Ed Ruggles, Russ Francis, Floyd Lowery, Frank Teagarden, Edward 
C. Krozka, Frank Cofield, Roy K. Lundeen, Sam Bitkower, Walt McCready, 
Carl Breslin, Bill Stauffacher, Elmo Pace, James Bridges, Lou Ruskin; Sales 
Manager, Jack McCready; President, Paul Wyler. 


ROLEX READY: President Rene Dentan of American Rolex Watch Corp., 
second from right, gathers in New York in February with Rolex sales represen- 
tatives and members of de Garmo, Inc., Rolex’s public relations agency, to map 
1960 plans. Speaker at the meeting was Paul Tschudin, second from left. 


Gorham buys electronics, 
bronze foundry firms 


Gorham Manufacturing Co. re- 
cently announced acquisition of two 
more firms, Pickard & Burns, Inc., 
Needham, Mass., electronics firm, 
and Rabun Bronze Foundry, Inc., 
Los Angeles maker of bronze 
memorial products and industria! 
items. 

Gorham has in the past year ex- 
panded considerably, with the ob- 
ject of diversification, has _ pur- 
chased Eaton Paper Co., Quaker 
Silver. In addition, it owns Black 
Starr & Gorham, New York retail 
firm. 

Both new acquisitions will be 
operated as wholly owned subsidi- 
aries of Gorham. Pickard & Burns 
will, Gorham believes, beef up its 
own production of precision com- 
ponents for electronics equipment, 
will add considerably to research 
and development facilities. 

Rabun Bronze Foundry, 30 years 
old, will continue to market its 
own products, will also serve as a 
west coast distribution point for 
Gorham’s bronze products and de- 
signs. 
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—Georges Ebertin— 
Clip backs, ear clips, 


mm combination clips 
= 


LIS +) < 
Write for catalog of sizes arid styles 


Georges Ebertin 


562 5th Ave., N. Y. 36, N. Y. © Circle 7-2610 








TOP W& Hat 
CHARMS 


Seld only direet to Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 


139 





PEARLS 
Pivaiided the 


Certificate of Commendation 
by the Pearl Society 


of Japan 


Write for 

NEW BROCHURE 
of the facts 
about PEARLS. 
it’s FREE! 


JACK J. FELSENFELD, 


9 Maiden Lane, New York 38, N. Y. 





VALUE—QUALITY—SERVICE 


Adolphe Adler 


eS \) V4 


Diamond Cutters 


and 


Importers 


All sizes and qualities from 1 pt. single 
cuts to large stones. 


Selections of round & fancy shapes. 
Memorandum selections upon request. 


Liberal terms without extra charge to 
well rated firms. 


630-5th Ave. New York 20, WN. Y. 
Circle 6-7315-6 
JOHN GRAY—Management 














ENCRUSTERS 


Stone and Gold Seal Engravers 
Drilling, Precious—Semi Precious Stones 


HARRY BRAUNFELD 


Encrusting over a quorter century 
71 NASSAU ST., NEW YORK 38, N. Y. 











© CREDIT FORMS receipt toi 


Installment Contracts, Ledger Sheets, etc. 


Samples Sent Free 


S.J. SURNAMER CO., Inc. 
253 W. 26 Street New York 1.N. Y. 
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es Levine-Simpson Co., Inc., New York 
jewelry manufacturer, has moved its 
offices, plant and showroom to larger 
facilities at 50 W. 29th St., from 129 
Fulton St. 

ws The Jewelers Square Club of New 
York held its first meeting of 1960 
on Jan. 25, with President Dave Levy 
conducting. Lloyd Lassner announced 
plans for the March anniversary 
banquet. It will be held at the Nether- 
lands Club, will be a “Ladies’ Night.” 
Date has not been set. Secretary 
Walter Dreher received commenda- 
tion for his 1959 performance. 

# Rudolph Order, in the diamond 
business in New York since 1921, is 
now located at 580 Fifth Ave., New 
York 36. He specializes in importing 
and cutting diamonds. 

es Michael C. Fina, well-known New 
York silversmith, was guest of honor 
at a testimonial dinner Jan. 25, given 
by the silverware and allied trades 
division of the Federation of Jewish 
Philanthropies at the Plaza Hotel in 
New York. 

s Coronet Displays, manufacturer of 
monthly window displays for retailers, 
has moved its offices and plant to 
45-02 Ditmars Blvd., Long Island 
City, N. Y. 

ws David Ludel, employee for 33 years 
of Miller and Veit, Inc., New York 
importer and cutter of diamonds, has 
purchased the inventory of, and the 
rights to the name of, Miller and Veit. 
Ludel becomes president of the firm, 
which was founded in 1923. Name 
will not change. Other officers of the 
firm: Milton Ferber, vice-president; 
Ruth S. Pine, secretary-treasurer. 

s Manny Silverman, president of 
Silverman Sales Enterprises in New 
York, has moved his office into larger 
quarters at 580 Fifth Ave., New York 
16. 

s Joseph Blog, well-known Dutch 
diamond cutter, showed his skills 
Feb. 8-13 at a bench on the main 
floor of Black, Starr & Gorham, Fifth 
Ave. jeweler and silversmith. An in- 
terested public watched Blog cleave, 
cut, and polish several gems. 

s Bennett H. Schwartz was elected 
1960 president of the Consolidated 
Retail Jewelers of New York and New 
Jersey Jan. 19 at the Hotei Astor in 
New York. Other officers-elect: Leo 
Wiener, first vice-president; Simon 
Sunshine, second vice-president; E. 
Werner Gross, third vice-president; 
Maxwell Mittleman, secretary; Mil- 
ton Blumenthal, treasurer. Also 
elected were these district chairmen: 
Bronx, James Cassano; Manhattan, 
Herman Stark; Queens, Al Mintz; 
Brooklyn, Ernest Markel; Suffolk- 
Nassau County, Sal Frassanito. 


a Raytheon Co. has moved its New 
York area commercial sales offices 
from 589 Fifth Ave. to Englewood 
Cliffs, N. J. 

es Watchmakers in the Philadelphia 
area have organized into the Phila- 
delphia Watchmakers Association. 
Edward Burns, secretary, plans to 
publish a periodical. 

s The Watchmakers Association of 
New Jersey, Inc., held its February 
meeting on the ninth at the Irvington 
House, Irvington, N. J. Guest speaker 
was Richard Warren, sales represent- 
ative of Cyma and Enicar Watch Co. 
ws The Horological Society of New 
York, Inc., held its convention ban- 
quet Feb. 14 at the Hotel New Yorker. 
ws Ang Ciccotti has opened the Jewel 
Case at 208 Wyoming Ave., Scranton, 
Pa. 

es C. B. Charles, owner of C. B. 
Charles, Jewelers, in Donora, Pa, has 
retired after 49 years in business. 
He is a 1908 graduate of the Bowman 
Technical School. Store was pur- 
chased by Larry Schacter, is now 
named Lawrence Jewelers. 

ws Accessocraft Products Corp., whole- 
sale jewelry firm in New Rochelle, 
N. Y., will open a London office this 
spring for expected sales of costume 
jewelry to London, Paris and Aus- 
tralian jewelry stores. Theodore C. 
Steinman is vice-president and sec- 
retary of the firm, which employs 
some 80 personnel here. 

se The service division of Ronson 
Corp. will move in May from 60 Park 
Place to 1171 Raymond Blvd., New- 
ark, N. J. Store will service Ronson 
lighters, shavers, polishers and other 
products. 

ws Hill Credit Jewelers, Inc., has re- 
opened at 123 Ridge Rd., Lacka- 
wanna, N. Y. 

ws Sol A. Altschuler is celebrating his 
50th year in the jewelry business. He 
is founder-owner of Altschuler’s, Inc., 
in Bayonne, N. J. 

es F. J. Cooper, Inc., Philadelphia 
jewelry firm, was cited recently by 
the City of Philadelphia for its part 
in enhancing the vitality of downtown 
Philadelphia through property im- 
provements. 

s Stangl Jewelry in Allentown, Pa., 
is $1000 grand prize winner in the 
Westclox store window display con- 
test run in October. 

s Earl Stacy has joined the staff of 
George A. York, Jeweler, jewelry 
store in Auburn, N. Y. 

s Ralph Destino, Ltd., New York 
manufacturer of men’s jewelry, has 
signed a long-term lease on the store, 
basement and mezzanine at 8-10 E. 
34th St. Space will be used to house 
Destino showrooms and offices. 
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A ROSARY 


NEW #8 ENGLAND | » GRENCI 


Means MORE... 


s Expanding business activity has up-coming Spring dance. 
necessitated doubling of his showroom 
space by Paul Amorosa & Associates es Chester Ludwig recently retired, 
Inc., 101 Tremont St., Boston. The after 21 years with Long’s Jewelers, 
firm now also represents Evans Case Summer St., Boston. 
Co. of Attleboro, Mass., and Man- 
chester Silver ef Providence, R. I. = Ben Averbrook, associate for many 
years of Malden Jewelers and also 
=e Employees of Frank DePrisco, with the Rogers Jewelry chain in Bos- 
Jeweler, 333 Washington St., Boston, ton, has opened a retail jewelry store 
and their wives and guests attended in Everett Square, Everett, Mass. 
a post-Christmas outing given by Store name is Everett Jewelers, Inc. 
DePrisco. They had dinner at a prom- 
inent Boston restaurant, enjoyed the s Abner Kantor recently remodeled | 
Ice Capades at Boston Garden. his store, Sherry’s of Waltham, Inc., No. 168P. 
446 Moody St., Waltham, Mass. ao Cth aes 
es Tim O’Neil has resigned his 20- Kantor has also enlarged the store’s Shape 7 
year association with Albert Bishop gift department. 
Jewelers, Holyoke. He has not yet 
announced his future plans. s Frank Bellantoni, Massachusetts 
watch repairer, has joined Conti Jew- 
;, , « . : iy 00. W it 
s Racine Jewelers of Cambridge, elers at 501 Common St., Cushing Crucifix . $9.00. 
Mass., has been sold at auction. Square, Mass. He had for 15 years 
been associated with a jewelry store Write for further Information 


e Charles Gill, well known ecclesi- in Belmont, Mass. 

astical jeweler has opened an attrac- A. F. GRENCI 

tive new store on School St., Boston. =» Wyman Jewelers opened recently Mfg. of ‘Ave Maria’’ Rosaries 

He formerly was situated at 387 at its new location on Wyman S&t., 136 Standard Ave. Butler, Pa. 

Washington St. Stoughton, Mass. Operators of the At all leading Gift Shows. Write for information 
store are Phil and Frances Minsky. 














e Mr. and Mrs. Joseph Manin of J. 

Manin & Sons, 373 Washington St., s Louis Koff, jeweler in Middletown, 

Boston, are vacationing in Florida. Conn., for 26 years, has reopened the | 
Clark & True store on Main St. He 

es The Diamond Peacock Club of Bos- had been vice-president and general | 

ton is making extensive plans for its manager of the store. 





373 WASHINGTON ST. 
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Crystal Clear 
GLASS DISPLAY DOMES 
Individually Packaged for Safe and Easy Handling. 
For Covering: Figurines, Clocks, Objets D Art, 
CROCE OEEE ET % | Wedding Cake Ornaments Supplied with Walnut, 
‘ é a | Mahogany or Black Wood Finished Bases 
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cau tie rd 4 


THE T’’ RIDE OF PAUL REVERE: Paul Revere, Jr., right, great-great-great- 
grandsuu of the famous patriot (portrait in background) explains the signifi- 
cance of the original Paul Revere Bowl (Revere was a master silversmith) to | | 3 0. $14.00, 1 dos. 
TV Guide magazine executives Thomas McDonough and Diana LaRose. A rep- | AN) Prices Net Whelesala F.0.B. Chieasc 
lica of the original bow! will be presented to winners of the TV Guide awards, | | crystal Ginss Tube & Cylinder € 


. Cylinder Company 
set for presentation on NBC-TV Mar. 25. | 7317 South Chicago Ave. Chicago 19, Ml. 
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NEW! 
PRE-POLISHED BRASS 
FOR PLAQUES AND 
NAMEPLATES 


* FREE CUTTING—to accept 
contrasting color filling 

* Coated with a tough elastic 
resin that won’t crack or 
peel during engraving 
process 
Extra protection provided 
by special masking paper 
vou leave on during en- 
graving, remove later 


Thickness .025 
, 7 : 
12°x12° Sheet 


Discounts: 10 sheets—10%: 


50 sheets—20% 





$3.30 


25 sheets—i5%: 

fvailable in strips and name- 

plates cut to your specifications. 
4sk for price list. 





hermes plastics, ine. 
158 W. l4th St... New York LI, N.Y. 
Please ship me _ the following 
sheets of pre-polished brass: 


12 x12 


Finish 


sheets in Satin (sold 
FCT 
12". 12” sheets in Satin Silvet 
Finish—FC8 

Prices f.o.b. factors 

min. order 3 sheets 
Name 
\(ddress 
Jone 


state 














The Quality line for 


the retail jeweler 


Local representation 
in most areas. 


B. David Company 


2525 Vine St., Cincinnati 19, Ohio 














|PERMA-FLASH| 


is the name of the finish on 
.newly designed Certified 
+ Wedding Rings in !4K gold. 
They remain ‘‘Honeymoon 
Bright’ for life .. . and sell 
on sight. 


CERTIFIED merals co. 


119 Edison Pl., Newark2, N.J. 
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= Edmond R. Bacon of Des Moines, 
lowa, has taken over Milliken & Major 
Jewelry in Perry, Iowa. Wayne 
Milliken and Lafayette Major estab- 
lished the store in Perry in 1919; in 
1949 Milliken bought Major’s inter- 
est and continued as sole owner. 
Bacon was formerly a salesman for 
Ed Cain Co., Chicago wholesale 
jewelry firm. 

# The following applicants for mem- 
bership in the Chicago Jewelers’ Club 
have been selected: Andrew Schwartz, 
a manufacturer’s representative; Syd- 
ney Singer of Paramount Wedding 
Ring Co.; Taylor O. Wright, Jr., of 
Carl-Art; Richard L. Chambers of 
Jake Levin & Son, Inc. 

=» The Heyworth Building, which 
houses most jewelry manufacturers’ 
agents in Chicago, has changed its 
name to The 29 E. Madison Building. 
# Robert Schell Hulbert, for many 
years manager of the Chicago office 
of Oneida, Ltd., retired from that 
company in January. He resigned 
from the Jewelers’ Club and from the 
Golden Roosters, then was made an 
honorary member of both. 
= The annual meeting of 
of the Chicago Jewelers’ Club was 
held Feb. 16 in the club rooms in 
the Pittsfield Building. The nominat- 
ing committee, headed by Fred Mar- 
hoff, president of the National Rail- 
way Time Service, has selected the 
following officers for 1960: president, 
Robert Crosswhite of Pakula & Co.; 
vice-president, James H. Swartchild 
of Swartchild & Co.; treasurer, Irwin 
A. Fosse of Son & Prins; secretary, 
Melvin L. Goldman, attorney. 

s Standt’s Jewelers in Anderson, Ind., 
moved recently to 1009 Meridian St., 
from 12th and Meridian Sts. The firm 
started in business in Anderson in 
1947. Eugene Kramer is store man- 
ager. 

s H. Post & Sons in Decatur, IIl., has 
expanded its showroom and_ store 
space. 

= Irwin A. Goodman of Goodman’s 
Jewelers in Madison, Wis., has been 
elected vice-president of the Madison 
Chamber of Commerce for conven- 
tions and promotions. 

s Jewelers in the Joliet, Ill, area 
have formed the Will County Jewelers 
Association. President is Leo Selig- 
man of National Clothing and Jewel- 
ers. Other officers: Marvin Kaatz of 
Reisberg’s Credit Jewelers, vice-pres- 
ident; Arthur Liebermann, Jr., of 
Liebermann’s, secretary; Jack Zeiger 
of Roberts Jewelry, treasurer. Other 
members: Fred C. Born, Edwards 
Jewelers, Gretz Jewelers, Robert P. 
Kiep & Sons, Lakota Jewelry, Rice & 
Larsen, Roberts Jewelers, Inc., and 
Spencer Jewelry Co. 

es J. L. King, well-known jeweler in 
Clarksville, lowa, celebrated his 50th 
anniversary in business Jan. 8. His 


f members 


is the town’s oldest business. 

es Robert Fitzgerald has sold Fitz- 
gerald Jewelry in Delphi, Ind., to 
Leonard F. Brouillette of Fowler, Ind. 
e Stookely Jewelry Co. has moved 
from 145 S. Fayette St. to 133 S. 
Fayette St., Washington Court House, 
Ohio. 


es A. J. Hickman of Logan, W. Va., 
has purchased Kelly Jewelry in 
Bryan, Ohio. Store name will be 
changed to Hickman’s. Mrs. Hickman 
will work in the store. 

s R. S. Richards has opened his 
fourth store, in the Warrensville wing 
of the Southgate shopping center near 
Bedford, Ohio. His first store is in 
Chagrin Falls, Ohio. 

s Schroeder Jewelry has moved to a 
new location in Caledonia, Minn. 

am Bernie and Dale Briman have 
opened a store in Lawrence, Kan., at 
the location of the former Wolfson’s 
Jewelry. Two Briman stores are also 
located in Topeka. 

ws Lake’s Jewelry in Denver, Colo., 
has been granted a new business li- 
cense. J. P. Lake is owner. 

6s John Erickson, manager of the for- 
mer Olsen & Ebann Jewelry Co. 
branch in Michigan City, Ind., retired 
on Jan. 15 to Orlando, Fla. 

es Jacoby-Bender, Inc., manufacture: 
of J-B watchbands, has signed an 
agreement with the Chicago Band Re- 
pair Co. at 67 Madison St., Chicago 3. 
The firm will be the authorized mid- 
western repair and service headquar 
ters for J-B watchbands and idents, 
effective Mar. 1. Samuel Fabian is 
president of the 12-year-old Chicago 
firm, which employs 10 skilled tech- 
nicians. 

= Helzberg’s Diamond Shops, Inc., 
will expand into a modern new facil- 
ity this spring in Topeka, Kan., at 
Eighth and Kansas Aves. When the 
planned new store is built, the Helz- 
berg’s operation at 809 Kansas Ave. 
will move to the new corner location. 
Helzberg’s, based in Kansas City, has 
13 stores, in Missouri, Kansas, and 
Iowa. Chain this year also plans to 
open its second Wichita, Kan., store, 
and its eighth store in Kansas City. 
s Kelly Chadwick has purchased the 
Thruway branch store of Byerly & 
Steele in Winston-Salem, N. C., and 
is operating it as Chadwick’s Thru- 
way Jewelers. Chadwick had been as- 
sociated with Byerly & Steele since 
February 1959. 

e Barney and Jack Joseph have dis- 
solved Joseph Bros. in the Mallers 
Building, Chicago. Barney has moved 
to Room 1308; Jack remains on the 
tenth floor. 

es Mr. & Mrs. John R. Jackson of 
Rockford, Ill., spent several days in 
Chicago recently on a buying trip. 
They have five stores, in Illinois and 
Wisconsin. 





s Morton Standt Jewelers in Muncie, 
Ind., has remodeled its store front. 
# Daniel’s Jewelry Co. opened its 
llth store recently, at 236 S. Burdick 
Mall, Kalamazoo, Mich. Manager is 
Ewart Hart. Daniel’s, which was 
founded in Toledo in 1919, now is 
headquartered in Lansing, Mich. 

= Fox Jewelers has opened a branch 
store at 203 S. Washington Ave., 


THE 


#® Ben Davidowitz has opened Ben 
David Jewelers at 306 Main St., Dan- 
ville, Va. The native of Chester, Pa., 
has been in the jewelry business for 
18 years, was with the Jewel Box 
chain for five years. 

s Bernard Fredland of Fredland 
Jewelers in Silver Spring, Md., has 
been elected president of the Greater 
Washington Retail Jewelers Associa- 
tion. Fredland last served as presi- 
dent in 1953. Saul Feld was named 
vice-president at the annual meeting; 
C. C. Anderson was named secretary, 
Charles Sherman treasurer. Elected 
as directors: Harry Kronheimer, Paul 
Stein, Donald Wolpe, William Wright, 
Arthur Sheinbaum, Benjamin 
Blanken, Harry Brott, Katherine 
Evarhart, Bernard Lynn. Henry H. 
3rylawski is executive secretary. 

es W. T. Grant, owner of Imperial 
Jewelers in Boca Raton, Fla., was 
guest speaker recently at the Boca 
Rotary Club. His topic: How Much 
is Your Diamond Worth? 

es Weaver’s Jewelers, Inc., has moved 
into remodeled quarters at 333 W. 
Main St., Durham, N. C., from 205 
W. Main St. Store owner is J. E. 
W eaver. 

s Jobe-Rose, 57-year-old firm in Bir- 
mingham, Ala., has moved into a mod- 
ern new downtown-Birmingham store 
at 1918 Third Ave. N., from 1917 
Second Ave. Guerry Denson is presi- 
dent. R. Julian Lackey is chairman 
of the board and co-owner with Den- 
son. 

es William K. Leach has been named 
manager of Barr’s Jewelers - Monti- 
cello, in Norfolk, Va. Leach formerly 
was an assistant manager of a Phila- 
delphia unit of the jewelry chain. He 
is a certified watchmaker and a gem- 
ologist. 

® Ocala Jewelers has reopened in a 
new location in Ocala, Fla., at 19 S. 
Main St. Business was located at 119 
Silver Springs Blvd. Owners are 
toger Hunt and E. J. Johnson. 

e The Yadkin Valley Watchmakers 
and Jewelers met in Elkin, N. C., 
recently, heard Technical Director 
l'rank Russell of Hamilton Watch Co. 
discuss the planning behind the new 
electric watch. President Marvin C. 
Lunsford announced that the annual 
state meeting will be held in Durham 
May 22-23. 
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Lansing, Mich. Manager of the store 
is Herman J. Permoda. The Fox 
chain was founded in 1917 by Martin 
M. Fox, who is president. His son 
Thomas is secretary-treasurer. 

es Mora A. Wall of Denver, Colo., 
has been named western sales repre- 
sentative for Famor Importing Co., 
Inc.. New York diamond merchant 
and diamond ring maker. 


SOUTHR 


s Georgia Jewelers has opened a new 
store at 117-119 Church St., Marietta, 
Ga. Charles B. Cox is manager. 

» Bromberg’s, Alabama jewelry 
chain, recently opened what it calls 
the largest branch jewelry store in 
the southern half of the U. S., in 
Mountain Brook Circle, Homewood, 
Ala. The first Bromberg’s store was 
founded in Mobile in 1836. 

s Jimmy Davis, manager of Roual 
Jewelers, Inc., in Cartersville, Ga., 
has been named president of the 
United Givers of Bartow County, a 
fund-raising organization. 

ws Leonard Krower & Son, Inc., jew- 
elry importer, wholesaler, exporter 
and manufacturer in New Orleans, 
La., is celebrating the 75th anniver- 
sary of its founding this year. Presi- 
dent is Alfred J. Krower. 

es The Florida State Watchmakers 
Association and the Florida State 
Jewelers Association paid tribute re- 
cently to Gov. LeRoy Collins for his 
“outstanding and meritorious service 
to state and nation.” Governor Col- 
lins was presented a Distinguished 
Citizen Award by the two groups. 

s The Tennessee Horological Society 
is laying final plans for its annual 
convention and beauty pageant May 
20-22 in Chattanooga. H. C. Johnson 
of Chattanooga is in charge of con- 
vention arrangements. 

es The southeastern and southwestern 
semi-annual sales meeting of A. 
Cohen & Sons Corp. was held Jan. 3 
at the Dinkler Plaza Hotel in At- 
lanta. Sales Director Saul Hanson 
conducted the meeting. President 
Melvin Cohen spoke at a sales dinner 
on the need for more understanding 
between supplier and wholesaler. 

e Leslie R. Davis, jewelry firm in 
Valdosta, Ga., has moved into a new 
facility at 115 N. Ashley St. 

= Baltimore jewelers’ “Operation 
Angel,” a charity drive in which do- 
nated watches are given each Christ- 
mas to needy children, was deter- 
mined a huge success in 1959, accord- 
ing to a luncheon meeting of members 
of the Jewelers Association of Balti- 
more. 

s Southern Wholesale Jewelers in 
Valdosta, Ga., popularly known as the 
“House of Jewels,” moved Jan. 15 
into a new building at 1511 N. Ashley 


St. 








TSS TES EEE ISITE 


Jewelry Stocks Wanted 


CASH WITHIN 24 HOURS for 
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watch repairing? 
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KARELIN WATCH SERVICE 


116 NASSAU STREET NEW YORK 38, W. Y. 
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RELIGIOUS JEWELRY 
AND GIFTS 


America’s ‘leading import- 
ers, manufacturers and 
distributors of religious 
articles. 

complete selection in 

the trade. 


* MEDALLIONS 

* STATUARY 

*% ROSARIES 

* CRUCIFIXES 

*% MISCELLANEOUS 
RELIGIOUS 
ARTICLES 


Write for NEW 64 page catalog 
with beautiful color illustrations 


FERRI BROS. INC. 


South 124 Route 17, Paramus, N. J. HUbbard 7-8600 











EDWIN FREED, Inc. 





50... Easter Display Kit 


only $350 plus postage 


@ PENNANTS @ DIE-CUT DIAMONDS 
@ STREAMERS e WINDOW STRIPS 
Assorted Sizes * Supply Limited—Order Now 


150 W. 46 St., N.Y. 36 
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OPEN THE DOOR 
TO BIG PROFITS 
IN THE 


HIGH SCHOOL 


COLLEGE-TYPE RINGS 


10 or 14K Gold 


NEW AND APPEALING 


HIGH SCHOOL CHARMS 
AND RING CHARMS 


14K Gold or Sterling Silver 
NOW SELLING FAST! 


Massive Colleg 

charms and sea! charn 

items coast ti 

high school 
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creased profits Get on 

Send for complete free informatio 


COLLEGE SEAL & CREST CO. 


236 Broadway, Cambridge 39, Mass. 














MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware BELLEEK Chine 
MASON’S Ironstone Ware 


129 Fifth Avenue, New York 3, N. Y. 














Importers of 
ENGLISH CHINA 


and 
EARTHENWARE 
Stock and Import 
FONDEVILLE & CO., INC. 


148 Sth Ave., New York 10, N.Y. 
AL. 4-0104 
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ws These 19 new members were re- 
ceived recently by the Texas Jewelers 
Association: Dodson’s Jewelry, Alice; 
Hulen Jewelers, Andrews; C. B. Step- 
toe, Jeweler, Carthage; Carter’s Jew- 
elers, Dallas; Frazier Gift Shop, 
Dimmit; E. L. Walker, Jeweler, 
Fredericksburg; Lang’s Jewelers’ 
Jacksonville; King’s Jewelry, Lub- 
bock; Jones Jewelry, McAllen; 
Murray Jewelry & Luggage, Mc- 
Kinney; Kruger Jewelry Co., Mid- 
land; Fowler’s Jewelry, Orange; C. 
A. Hollingsworth, Jeweler, Paducah; 
Turnbull’s Jewelry, Port Arthur; 
Nathan’s Jewelers, San Angelo; Glen 
Davis Credit Jewelers, San Benito; 
Wendel’s Jewelry, Shiner; Barrow 
Jewelry, Sonora; Royal Jewelers, 
Temple. 

s Reynolds Jewelry, opened three 
years ago by James R. Reynolds in 
the A. Harris Oak Cliff Shopping 
Center in Dallas, Tex., closed recently. 
s The board of directors of the Texas 
Watchmakers Association held a 
meeting Feb. 21 at the Baker Hotel 
in Dallas. 

= The Allied Gift and Jewelry Show 
and the Dallas Trade Mart main- 
tained joint registrations at the 39th 
semi-annual Allied Gift and Jewelry 
Show held at the Adolphus Hotel in 
Dallas, Tex., Feb. 21-25. 

= George Chewning, since 1949 with 
tosenfield’s Jewelry store in Corpus 
Christi, Tex., was recently promoted 
from assistant manager there to man- 
ager of Rosenfield’s Jewelry, 206 W. 
tandolph St., Enid, Okla. 

» Bill Hudson, who for the past two 
years has been manager of Peacock 
Jewelers’ store in the Northland shop- 
ping center in Tulsa, Okla., was re- 
cently transferred back to the firm’s 
downtown Tulsa store at 518 S. Main 
St. 

# Dick Wolk of Dallas, Tex., recently 
joined Bulova Watch Co. as Dallas- 
territory salesman. 

= Raymond Teguns, member of Tola 
Tumbleweeds, southwestern gift and 
jewelry traveling men’s association, 
and Mrs. Teguns, of Dallas, Tex., 
left in January for a European tour. 
ws Jack Koerner of Jack Koerner Co., 
and Joel McLendon of Jackson Inter- 
nationale, Inc., have been made mem- 
bership chairmen of the Dallas Trade 
Mart. 

= New members of Tola Tumble- 
weeds are W. L. Walton of Universal 
Statuary Corp., and Irving Palmer of 
Lathin Watch Co. 

» R. H. Bourne, owner of Bourne’s 
Jewelry in El Reno, Okla., recently 
completed a year as president of the 
El] Reno Chamber of Commerce. 

ws Expanding into its third store in 
the Tulsa, Okla., area, Peacock’s 
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Jewelers have opened a credit jewelry 
outlet in Sand Springs Plaza, new 
shopping center development in Sand 
Springs, Okla. Alvin Wright is man- 
ager. 

s Charles Bertschi, Swiss-born watch 
repair specialist, recently moved his 
Chalet Jewelry and Watch Repairing 
shop in Oklahoma City, Okla., from 
the Colcord building to 223 N. Robin- 
son St. 

= Hubert Stettmund, watchmaker, 
recently opened his own shop at 2637 
N.W. 23rd St., Oklahoma City, Okla. 
s New watchmaker with Universal 
Time, Inc. in Tulsa, Okla., is Antonio 
Espigares, who, with his family, ar- 
rived last September from Spain. 

a Charles L. Bourquin, Jr., who 
owns Bourquin Credit Jewelers in 
Dallas, Tex., recently moved his 
branch store from 319 E. Jefferson 
Blvd. in Oak Cliff to a location in the 
Polk Terrace shopping center in 
South Oak Cliff. Bourquin, who also 
has a store in the Westmoreland 
Heights shopping village, is secretary 
of the Dallas Watchmakers’ Guild. 
es Leroy White, owner of White’s 
Jewelry in Hominy, Okla., has been 
installed as 1960 president of the 
Hominy Chamber of Commerce. 

ws Stanley Carlin was installed as 
president of the Sabine Area Guild 
of the Texas Watchmakers Associa- 
tion at the group’s January meeting 
in Staudt’s Jewelry in Orange. 

es J. Ben Graham, owner of Graham 
Jewelry in Comanche, Okla., has been 
elected president of the 1960 Co- 
manche Chamber of Commerce. 

es Fred C. Kline, well known watch- 
maker in Alexandria, La., recently 
opened his own watch repair depart- 
ment in the Wellan department store 
in Alexandria. 

s Fowler’s Jewelry in Orange, Tex., 
moved recently into new and larger 
quarters in the splendid new Orange 
Palace. 

se The employees of B. C. Clark 
Jewelers in Oklahoma City, Okla., 
surprised their boss, B. C. Clark, Sr., 
on his 91st birthday, with a large 
scale “happy birthday” advertisement 
in the Daily Oklahoman. The ad 
featured a photograph of the entire 
staff of 42 in both the B. C. Clark 
stores. 

# Incorporation articles have been 
filed with the Oklahoma Secretary of 
State recently by Weber’s Jewelers of 
tedding, Inc., Oklahoma City. 

e Bob Barrow, owner of Brannan 
Jewelers in Bonham, Tex., was re- 
cently installed as president of the 
Bonham Chamber of Commerce. 

es Mr. and Mrs. W. Robert Hastings 
have sold their jewelry business in 
Siloam Springs, Ark. 





WEST COAST 


= Members of the Jewelers 24-Karat 
Club of Southern California met at 
the Elks Club in Los Angeles on Jan. 
12. N. Eugene Shafer, member of the 
Pacific Coast Stock Exchange, spoke 
on “Today’s Market Opportunities,” 
also answered queries by members. 
Club Member Eddie Endman of Pa- 
cific Jewelers Supply Co. reported on 
the Club’s annual Christmas gift to 
paraplegics at the Veterans Adminis- 
tration Hospital, Long Beach—a $500 
engraving machine with attachments, 
given through Green Manufacturing 
Co. During the past year, he said, 
147 patients had trained on the ma- 
chine, and two who had been released 
are now doing engraving work. John 
E. Langstein reported on the new ma- 
jor medical insurance plan for jewelry 
store employees, which became effec- 
tive for 24-Karat Club members on 
Feb. 1. 

s Members of the Southern Califor- 
nia Guild, American Gem Society, met 
at the Green Hotel in Pasadena on 
Jan. 19, were welcomed by Wes Sav- 
age, of San Bernardino, club presi- 
dent. John Vondey spoke of his ex- 
periences after almost half a century 
in the retail jewelry industry. The 
Guild is seeking a new meeting place. 
Wallace Binford of Berggren’s Jewel- 
ers, Van Nuys, was named to head a 
committee which will make plans for 
increasing attendance at meetings. 

e Members of -the Santa Barbara 
Guild, Watchmakers and Jewelers, 
met at El Cielito Restaurant Jan. 27, 
saw a movie supplied by George 
Houston, west coast distributor for 
Linde star sapphires and star rubies. 
e At a recent meeting of the Seattle 
Jewelers Club, Irving Reibman of 
Reibman’s Jewelers, immediate past 
president, announced these new offi- 
cers: Alvin Goldforb, president; Philip 
Freidman, vice-president; Sidney 
Thal, treasurer; David Lombardo, ex- 
ecutive secretary. 

# Ralph P. Gomez, of Gomez Manu- 
facturing San Francisco, new 
president of the Golden Nuggets, pre- 
sided recently at a gourmet luncheon 
at the Fairmont Hotel. Among those 
attending: Mrs. Yvette Jay, the first 
woman member. 

# Members of the San Francisco Gem 
& Mineral Society met Jan. 16 for 
their annual banquet, and for instal- 
lation of these 1960 officers: William 
Hoffman, president; Eleanor Learned, 
vice-president; Elroy Peterson, trea- 
surer; Charles Bishop, curator. 

of the Southern Califor- 
nia Jewelers Golf Association held 
their annual mid-winter tournament 
at the Riviera Country Club Jan. 7, 
with 46 members and guests taking 
part. During a business session, the 
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s Members 
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mid-spring tournament was an- 
nounced for Apr. 7 at the California 
Country Club, at which time election | 
of officers will take place. Plans were | 
made to hold the mid-summer tourna- | 
ment in July at El Camino Country 
Club, Oceanside. Rudy Apffel of Van 
Craeynest & Linzer and Apex Watch 
Bands, president of the club, pre- 
sented tournament chairman Hans 
Bagge, of Girard-Perregeaux, who, in 
turn, presented awards to 12 out- 
standing jeweler-golfers. 

# Daniel Bennett, importer of pre- 
cious stones, moved recently from 220 
W. Fifth St. to 315 W. Fifth, Los 
Angeles. 

# Neil Brosnahan, manager of Law- 
son’s Jewelers in El Monte, Cal., took 
office Jan. 13 as president of the 
Greater El] Monte Merchants Associa- 
tion. 

= Robert Mendelson, president of the 
Jewelers 24-Karat Club of Southern 
California, was one of several from 
The Calan Co. to join in a combina- 
tion sales and vacation trip to Miami, 
Fla., Jan. 3-10, sponsored by the 
Speidel Corp. Others: Herman Bab- 
ich, owner of the Calan firm; and 
salesmen Bruce Cooper, Robert Gard- 
ner, John Gillingham, Les Williams, 
and Murray Vogel. 

s Ralph Harman, owner of Harman’s 
Jewelery in Bakersfield, Cal., plans to 
move to new quarters shortly; the 
building in which he has been located, 
at 2027 Chester Ave., was taken over 
by new owners. 

s A sales meeting of its nation-wide 
staff was held by the Gomez Manu- 
facturing Co., 657 Mission St., San 
Francisco, on Jan. 10-13. 

ws Robert Tharp of the East Bay 
Watch Crystal Co. and Charles Mur- 
tey of Kirk Dial & Crystal Co., both 
in Oakland, Cal., have announced 
merger of the two firms, with en- 
largement of quarters in the Pierce 
Building. 

2s Hunter Jewelry in Berkeley, Cal., 
operated by Al Shain, was purchased 
recently by William Call, formerly 
associated with a brother, H. F. Call, 
as Call Brothers Jewelers, Albany. 
ws Lloyd Ravneberg, for the past 15 
vears in the retail jewelry business 
in Lewiston, Idaho, has joined the 
sales staff of Traub Manufacturing 
Co., Detroit, will represent that firm 
in Washington, Oregon, Montana, and 
Wyoming. 

=» Members of the Valley Independent 
Petrologists, Reseda, Cal., plan a gem 
and mineral show there Mar. 26. 

es Curtis G. Halbert, who has repre- 
sented Loretz & Benoit, Inc., San 
Francisco, in the Pacific Northwest, 
will now call on the trade in Cali- 
fornia. 














e Makes rings 
larger or 
smaller 

® Expanding mandrel 


accepts rings from 
sizes 1 to 15. 


®@ No scratching. 
No marring. 


@ Reducing die with 
16 sizing holes permits 
the greatest range of 
reductions. Time Payments 
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write for literature to: 
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154 West 14th Street, New York 11, N. Y. 
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BLACK STAR SAPPHIRES 
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INTERNATIONAL GEM & PEARL CO. 
220 W. Sth St., Les Angeles 13, Calif. MAdison 4-1777 
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EMERALDS 


Loose or mounted. Memo selections to rated 


Write 
MAdison 6-1471 
220 W. Sth Street, Los Angeles 13, Calif. 








STERLING SILVER SUGAR TONGS 


Impressive gift—at an incredibly low price. 
Sterling silver sugar tongs with handsome shell 
designs. 


$7.20 per dozen 
MICHELE JEWELRY 


34 Bromfield St., Boston 8, Mass. 
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Silverfile 
$15.95 


Silversafe 


No other product 
like it. The best 
and safest way 
to store silver... 
Prevents tarnish 
forever. 

Order today from 


REEVE & MITCHELL CO., INC. 
580 Fifth Ave. « New York 36, N. Y 
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Executive Appointments 


Norman Gladney, sales chief of 
Golden Shield Corp., supplier of 
Golden Shield by Sylvania radios 
and stereophonic phonographs, 
has been appointed vice-president 
and general sales manager. 
William Walter Israel, controller 
of Golden Shield Corp., has been 
appointed vice-president-controller. 
He was formerly with L. Luria & 
Son and with Joseph 
Inc. 

Stanley Brauze, acting treasurer 
for the past year of Traub Manu- 
facturing Co., maker of Orange 
Blossom Diamond Rings, has been 
named treasurer. Brauze joined 
the firm in assistant 


Davidson, 


1955 as 
treasurer. 

Adolph Katz, since 1948 a vice- 
president and director of Coro, 
Inc., New York maker of fashion 
jewelry, has been named executive 
vice-president. Katz joined Coro 
in 1924, has been in charge of all 
domestic and foreign Coro fac- 
tories. 

Frank M. Rogers, erstwhile sales 
vice-president for Gruen Industries, 
Inc., has been appointed vice- 
president for marketing. He has 
been associated with the jewelry 
industry for 15 years. 

Albert Hess, former sales man- 
ager of Victor Setting Co., Wan- 
aque, N. J., maker of findings and 
settings, has been appointed pres- 
ident of the firm. 

George A. Beck is retiring as vice- 
chairman of the board and chair- 
man of the finance committee of 
W. A. Sheaffer Pen Co., after more 
than 40 years of service with the 
firm. 

Joseph J. Laputka, financial vice- 


president, treasurer and secretary 
since Sept. 1, 1959, of Gorham 
Manufacturing Co., has 
elected a director of Black, Starr 
& Gorham, New York jeweler and 
silversmith. 


been 


Lewis D. Brown has been named 
general sales manager of Rolfs of 
West Bend, Wis., maker of leathe: 
goods. 

John J. Carpenter has been elected 
a vice-president of Bulova Watch 
Co. 


William Walter Israel 








Obituaries 











Frank C. Haffner, 80, salesman for 
17 vears, 43 of them with Joseph 
C. Wilson, Ine., Jeweler, in 
Rochester, N. Y., died Dec. 31. 
Willard J. Parker, 72, president of 
the trade association management 
firm which operates the Clock 
Manufacturers Association, died 
late in January. 

Joseph Block, 69, retired founder 
of a chain of jewelry stores in 
Ohio, Indiana and Michigan, died 
recently. 

Jack D. Liberstein, 41, owner-op- 
erator of Harry Liberstein, Jew- 
eler, in East St. Louis, died re- 
cently 

W. A. Swope, 55, jeweler and court 
judge in Alice, Tex., died in Jan- 
uary. 

Samuel H. Esely, prominent re- 
tired jeweler and civic leader in 
Cambridge, Ohio, died recently. 
Reed Robert Jones, 47, jewelry 
salesman for Gould Co. in Dallas, 
Tex., died in January. 

Ben L. Isroff, 68, owner of Rod- 
gers Jewelry in Warren, Ohio, 
died recently. 

Samuel Adler, 49, manager of Tap- 
pin’s Jewelry in Plainfield, N. J., 
died recently. 

Mollie B. Lewitt, wife of the pres- 
ident of Lewitt Bros. & Co., New 
York maker of women’s watch 
cases, died Jan. 13. 

August W. Kaelber, 71, retired 
goldsmith and model maker for 
Bulova Watch Co., died Jan. 14. 
Othneil G. Williams, 59, former 
president of the Clock Manufac- 
turers Association of America and 
founder-president of Williams 
Corp., a clock sales organization, 
died Jan. 19. He had been presi- 
dent of William L. Gilbert Clock 
Corp., remained a director after 
the firm changed hands in 1956. 
Maurice Friedberger, 77, founder 
of M. Friedberger & Co. in Stock- 
ton, Cal., died recently. 

Stanley Weissman, 41, sales man- 
ager of General Findings Co. with 
headquarters in New York, died 
in January. 

Louis E. Kaiser, 91, retired clock- 
maker and authority on clocks in 
3altimore, Md., died in late Jan- 
uary. 


Lewis G. Massey, 70, manager of 
the silverware department of Mor- 
gan & Allen Co. in San Francisco, 
died Jan. 6. 

Nixon Welsh, 75, watchmaker for 
51 years in Picton, N. Y., and 
owner of a jewelry store there, 
died in December. 

Robert K. McCoy, 65, one-time 
owner of a jewelry store in Battle 
Creek, Mich., died in December. 
Harry Nielsen, 71, jeweler for 56 
years in Lorain, Ohio, and mem- 
ber of Lorain’s oldest family of 
jewelers, died in January. 


Jewelry fashion week 


will be in early fall 

The week of Oct. 3 has been 
set for National Jewelry Fashion 
Week, sponsored by the Fashion 
Coordination Institute of the Jew- 
elry Industry Council. Timing of 
the event, says Louis Krussman, 
co-chairman of the Week’s detail 
committee, “is geared to present 
the strongest possible role for 
women’s jewelry in the fall fash- 
ion apa and to enn addi- 


tional consumer interest and at- 
tention in advance of the 1960 
Christmas selling season.” 

At a Jan. 28 meeting of the In- 
stitute’s steering committee, rep- 
resentatives of leading trade asso- 
ciations in the women’s jewelry 
field were brought up to date on 
the advance promotion plans for 
the fall program. Among those 
invited to attend were Bernard 
N. Burnstine, Retail Jewelers 
of America; Alfred L. Woodill, 
American Gem Society; George R. 
Frankovich, Manufacturing Jewel- 
ers & Silversmiths of America 
Inc.;: George D. Skinner, N. W. 
Aver & Son, for DeBeers; Harold 
Elster, Costume Jewelry Board of 
Trade; Eli Simon, Costume Jewel- 
ry Salesmen’s Association; Tobias 
N. Berger, Associate Jewelers, 
Inc.; S. L. Cantor, Gold Filled 
Manufacturers Association; Jo- 
seph D’Elia, Cultured Pearl Asso- 
ciation of America, Inc.; Henry L. 
Sperling, Jewelry Crafts Associa- 
tion, Inc.; Arthur Levy, Nationa! 
Association of Costume Jewelers; 
and Thomas A. Fernley, Jr., Na- 
tional Wholesale Jewelers Asso- 
clation. 
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‘Planning A STORE- WIDE SALE? 


We CAN SUPPLY YOU WITH A COMPLETE SALES PROMOTION PACKAGE CONTAINING MATS—ADVERTISING 
COPY—SALE CARDS—BANNERS—PENNANTS—STRING TAGS AND A BOOKLET WITH RADIO CONTINUITY 
AND INSTRUCTIONS HOW TO SUCCESSFULLY RUN YOUR OWN SALE FOR $50.00 
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COMING EVENTS 


MA RC H 
6-7—California RJA northern con- 
vention, Hotel Claremont, Berkeley. 
6-9—Denver Gift and Jewelry Show 
(spring), Hotel Albany. 

6-10 — Boston Gift Show, Hotel 
Statler and First Corps Cadet Ar- 
mory. 

12-14—-Minnesota RJA annual con- 
vention, Leamington Hotel, Minne- 
apolis. 

19 — Manufacturing Jewelers & 
Silversmiths of America annual ban- 
quet, Statler Hotel, Boston. 

20-23—Philadelphia Gift Show, Ho- 
tel Benjamin Franklin. 


A P RiIL 
<-5\—American Gem Society annual 
conclave, Statler-Hilton Hotel. Bos- 
ton, 

> Be - ™ ‘ ¥ af . . . 

23-May 3—Swiss Industries Fair. 
Basel, Switzerland. 

79 o cs ———e 

2<3-24—Arkansas RJA annual con- 
vention, Marion Hotel, Little Rock. 


24-May 3—Hanover Fair, Hanover, 
Germany. 

24-25 — Alabama Retail Jewelers 
Association annual convention, 
Thomas Jefferson Hotel, Birmingham. 

24-26 — Florida RJA annual con- 
vention, Tampa. 

29—Diamond Peacock Club annual 
banquet, Statler Hotel, Boston. 

30-May 1—North Carolina RJA an- 
nual convention, Raleigh. 


MA Y 

1-2—Wisconsin RJA annual con- 
vention, Kenosha. 

4-14—-U.. S. World Trade Fair, Coli- 
seum, New York. 

6-15—United Jewelry Show (fall), 
Sheraton-Biltmore Hotel, Providence, 
R. I. 

8—-South Carolina RJA annual con- 
vention, Myrtle Beach. 

15-20—-New York Stationery Show, 
Hotel New Yorker. 

20-22—-Tennessee Watchmakers and 

















SERVING JEWELERS FOR OVER 35 YEARS! 


A “Good” Sale Should 
Work BOTH Ways! 


When you decide to conduct a store-wide sale to reduce 
your inventory, raise cash, re-model, or even to go out of 
business—it pays to call in sales experts! A good sales organi- 
zation can relieve you of the countless headaches involved! 
They will do all the preparatory work, including advertising, 
signs, filling in merchandise if necessary, bringing in extra 
help—and even financing the sale. 


When a sales promoter tells you of some 


“good”? sales he 


ran—find out if he means 


“good” for him or “*“good” for you! 


Our sales background over the years has earned us the 
reputation of serving the jeweler with a heart. We will never 
undertake a sale—unless we feel that we can do good for 


our client! 


No Obligation! Write — Wire or Phone Collect! 
All Inquiries Treated in Strictest Confidence! 


Auctioneers and Sales Specialists 
45 West 45th St., New York 36, N. Y. 


Member: Jewelers Board of Trade 


Phone: JUdson 6-2334 
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Jewelers Association convention, Pat- 
ten Hotel, Chattanooga. 

90-22—Watchmakers Fair, Patten 
Hotel, Chattanooga. 

28-31 — Watch Material Distribu- 
tors Association of America 14th an- 
nual convention, Roosevelt Hotel, 
New York. 


J UN €E 

1-3—-National Wholesale Jewelers 
Association annual convention, Edge- 
water Beach Hotel, Chicago. 

7-8—Educational Jewelry Manufac- 
turers Association annual convention, 
Chicago. 

10-26—Federation of British Indus- 
tries Fair, Coliseum, New York. 

14—Providence Jewelers Club an- 
nual clambake, Francis Farm, Reho- 
both, Mass. 

17-20—American Watchmakers In- 
stitute premiere convention, Morrison 
Hotel, Chicago. 

19-21—-Vermont RJA annual con- 
vention, The Lodge, Stowe. 

25-27—New Hampshire RJA an- 
nual convention, Lake Tarleton Club, 
Pike. 


5 we &4-F 

17-20—Southern Jewelry Travelers 
Association annual convention, Henry 
Grady Hotel, Atlanta, Ga. 

17-21—-Retail Jewelers of America 
midwest convention and trade show, 
Morrison Hote!, Chicago. 

17-22—-Los Angeles summer mar- 
ket, Western Merchandise Mart. 
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2etail Jewelers of America, 
convention and trade 
Hotel, New 


14-18— 
Inc., annual 
show, Waldorf-Astoria 
York. 

19—Jewelry Industry Tax Commit- 
tee annual meeting, Waldorf-Astoria 
Hotel, New York. 

21-23—Detroit Jewelry Show, Stat- 
ler-Hilton Hotel. 

92-30—Retail Jewelers of America 
Pacific Jewelry Show, Biltmore Hotel, 
Los Angeles. 


S EPTEM BER 

3—Tola Tumbleweeds fall meeting, 
Hotel Adolphus, Dallas, Tex. 

3—Texas Jewelers Association an- 
nual convention, Hotel Adolphus, Dal- 
las, Tex. 

4-6—Ohio RJA regional convention 
and jewelry show, Netherland-Hilton 
Hotel, Cincinnati. 

4-8—Allied Gift and Jewelry Show, 
Hotel Adolphus, Dallas, Tex. 

17-18—Horological Association of 
Iowa annual convention, Hotel Roose- 
velt. 

18-21 — Denver Gift and Jewelry 
Show (fall), Hotel Albany. 

19—Michigan Horological Associa- 
tion annual convention, Pantlind Ho- 
tel, Grand Rapids. 

24-26—Michigan Jewelers Associa- 
tion annual convention, Pantlind Ho- 
tel, Grand Rapids. 
25-27—Phoenix Gift and Jewelry 


a 


Show, Hotel Westward Ho. 











News of Personnel 








Charles T. Holroyd has been named 
west central district sales manager 
for Schick electric razors. He has 
been with the firm since 1954. 


Irving A. Kathman has been ap- 
pointed sales manager of Gruen 
Watch Co. He has had a long career 
in the jewelry industry, and was for- 
merly with Bulova Watch Co. 


Telectrosonic Corp. announces two 
personnel changes: 

Robert A. Donner has been ap- 
pointed sales manager. He is former 
general sales manager of American 
Audion Corp. 

Henry Berlin has been promoted 
from assistant sales manager to the 
new post of marketing operations 
manager. 


K. Polishook & Son Corp. has an- 
nounced the appointment of two new 
sales representatives: 

Bob Lovely, formerly with Dason 
Ring and Elgin-American, will travel 
in South Carolina, Georgia, Florida, 
Alabama, Mississippi and Tennessee. 

Maurice Rostand will cover Cali- 
fornia, Nevada and Arizona. He was 
previously associated with Longines- 
Wittnauer and Lucien Piccard. 


Irving A. Kathman Robert A. Donner 


Bob Lovely Maurice Rostand 


Wallace Silversmiths has announced 
the promotion of three sales execu- 
tives: 

Henry S. Allen has been named di- 
rector of sales for the retail division 
and the Puritan Fireplace Furnish- 
ings division. He joined Wallace in 
1947. 


J. Gordon Graning has been ap- 
pointed sales manager of the Puritan 
division. He is former assistant gen- 
eral sales manager. 

Edward F. Blanchard, with the com- 
pany for ten years, has been named 
assistant general sales manager of 
the retail division. 


Inc., announces 
sales 


Buehner - Wanner, 
the appointment of two new 
representatives: 

Joseph Smith will serve Indiana, 
Kentucky, Michigan, Ohio and west- 
ern Pennsylvania. 

Daniel Weston will travel in Illinois, 
Wisconsin, Missouri, Iowa, Kansas, 
Nebraska, Minnesota and the Dakotas. 


House of Nash announces the ap- 
pointment of the following three sales 
managers: 

Arthur N. Watson has been named 
to the newly created post of general 
promotional sales manager. For six 
years, he has held a similar post with 
Quaker Lace Co. 

Raymond Zachery has been ap- 
pointed regional sales manager for 
the west coast area. He is former 
national sales manager for Hollywood 
Jewelry. 

S. Kramer, with the firm for more 
than 11 years, has been promoted to 
the post of divisional manager of the 
midwest territory. 


C. A. Kiger Co., diamond cutters 
and importers, announces the follow- 
ing personnel appointments: 

Robert G. McCue has joined the 
firm as manager of credit and finance. 
He was formerly an accountant with 
Trans World Airlines. 

John M. Brown is now working in 
the diamond department. For the 
past five years he has been an under- 
writer at Central Surety and Insur- 
ance Corp. 


Robert G. McCue John M. Brown 


Abraham Mintz has been promoted 
to manager of line production and 
scheduling at Bulova Watch’s Jackson 
Heights, N. Y., plant. 


Gus Waldman has been named sales 
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VAN NOSTRAND 


Books for Craftsmen... 


is 
ra 


...0n Jewelry 


Jewelry Making 
for the Beginning 


Craftsman 

by Greta Peck. Acomplete guide 
to basic tools, processes, metals, 
and designs for hobbyists and 
apprentices. $3.75 


ALSO BY GRETA PECK 


Jewelry and Enameling. A new 
edition of the standard work for seri- 
ous craftsmen $4.95 


Chains and Beads. A comprehen- 
sive work manual. $2.00 


The Jewelry 


Repair Manual 


by R. Allen Hardy and John J. 
Bowman. Step-by-step explana- 
tion of jewelry cleaning, repair, 
and gem stone setting. $4.85 


The Jewelry 
Engraver’s Manual 


by John J. Bowman. The clear- 
est and most comprehensive 
work on engraving design, 
metal engraving, and tool main- 
tenance. $3.95 
Hand Made Jewelry by Louis 


Wiener. A thorough exposition of 
jewelry-making techniques. $3.95 


...and Watchmaking 


The Watch 
Repairer’s Manual 


by Henry B. Fried. Complete in- 
structions for cleaning, over- 
hauling, and casing, plus details 
of individual component repairs 
and trouble-shooting guide. $6.50 


Watch and Clockmakers Hand- 
book by FE. J. Britten. 15th edition 
of the watch and clockmakers ‘‘bible,”’ 
revised by J. W. Player. $15.00 
Watch and Clock Making and Re- 
pairing by W. J. Gazely. A com- 
plete working guide. $10.00 
Clock and Watch Escapements 
by W. J. Gazeley. “The best book on 


the subject.""—Watchmakers’ Journal 
7.50 


All books profusely illustrated 


Through your book or supply store, or 


D. VAN NOSTRAND CO., INC. 
120 Alexander St., Princeton, N. J. 
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YOU... 


Inspected jewelry-store watch 
repair departments from coast 
to coast. 


Sent a three - page detailed 
questionnaire to several hun- 
dred well-known jewelers. 


Consulted materials houses 
and wholesalers of equipment. 


Corresponded with a dozen 
trade repair houses and com- 
pared their prices. 


Had day-long interviews with 
other repair department 
heads 


CHANCES ARE you could make 
more profits from your repair de- 
partment. But this would be quite 
a job, and few of us would have 
time to do it. A simpler way would 
be to find out from someone who 
did. Bill Scheibel, for example, 
who authored ‘‘How to Make More 
Profits from Your Repair Depart- 
ment” for JC-K. Now, his entire 
report is available in a 32-page 
illustrated booklet. 


To get your copy, send $1.50 
to Jewelers’ Circular - Keystone, 
Chestnut & 56th Sts., Philadel- 
phia 39, Penna. 








manager of Sovereign Watch Co. He 
was formerly with Benrus Watch Co. 


Ansco, Photographic manufacturing 
division of General Aniline & Film 
Corp., announces two personnel 
changes: 

James P. Demaree has been named 
manager of amateur product sales. 
He has been with Ansco for the past 
16 years. 

Robert W. Sonnen has been ap- 
pointed manager of the San Fran- 
cisco sales district. For the past four 
vears, he has been manager of ama- 
teur product sales. 


Gus Waldman 


James P. Demaree Robert W. Sonnen 


Thomas Bender has been named to 
represent the Silver City Glass Co. 
line in Georgia, Florida and east Ten- 


nessee. 


Joe Sylvan, Jr., has joined Oscar 
Heyman & Bros., Inc., as representa- 
tive in the southwestern states. He 
returns to the jewelry industry after 
a year’s absence. 


Benrus Watch Co. has appointed 
two new Chicago sales representa- 
tives: 

Max Bayles, former Benrus repre- 
sentative in Indiana, and Arnold 
Hartman, who comes to Benrus from 
Flex-let Corp. 


Sheffield Watches has bolstered its 
sales organization with the following 
changes: 

Joe Deutch, former service depart- 
ment manager, will cover the New 
York suburban areas and New Jersey. 

Herbert Tuteur has been named 
midwest regional manager, covering 
Illinois, Indiana, Ohio, Kentucky, 
Michigan, Milwaukee, Minneapolis 
and St. Paul. He has been in this 
area for the past 20 years. 

Adam Sulkowicz has been appointed 


southwest regional manager, cover- 
ing Oklahoma, Louisiana, Arkansas, 
Texas, Mississippi, Tennessee, Mis- 
souri and Kansas. He has traveled 
this territory for the past 15 years. 

Two new representatives have been 
added to the sales force: 

Henry Meoli will cover the newly 
established territory covering lowa, 
Nebraska, the Dakotas, Minnesota 
and Wisconsin. 

Dave Zimmer will cover Pennsyl- 
vania, Maryland, Delaware, Virginia 
and West Virginia. 


General Electric’s clock and timer 
department has announced three 
changes in marketing personnel: 

George H. Neilson, former product 
planning manager in the clock depart- 
ment, has been named sales manager. 

Morris W. Wilson succeeds Mr. 
Neilson as product planning manager. 
He was previously product service 
manager. 

James A. Robertson has taken over 
as product service manager. He is 
former manager of operations re- 
search and synthesis. 


Jonathan W. Pine has been ap- 
pointed sales manager of the sterling 
division of Samuel Kirk & Son, Inc. 
He is the former assistant sales man- 
ager. 
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James A. Robertson Jonathan W. Pine 


Robert M. Johnston has been named 
sales manager of International Sil- 
ver’s new Webster Deluxe division. He 
has been with International since his 
graduation from Yale in 1948. 


Aaron Thorne has been appointed 
vice-president in charge of western 
sales by Waltham Watch Co. Before 
going to Waltham, he held the same 
position with Benrus. 
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Counter cards and ad mats to 
promote "Togaclasp" closures 


The Toga Cultured Pearls division 
of Maurice Goldman & Sons is offer- 
ing counter cards and newspaper ad 
mats to promote the 
closure design fo1 
chokers. 

The counter cards are designed to 
stress the high fashion and style as- 
pects of the closure. The mats follow 
the same theme. Both are available to 
retailers at no cost. 

For further information, contact 
Toga Cultured Pearls, 10 W. 47th St.. 
New York. 
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Feature Ring has “all-in-one” 
set for bride, wedding party 


“Wedding Gems,” a new eight- 
piece wedding party gift box created 
by Feature Ring, contains traditional 
gifts for the maid-of-honor, three 
bridesmaids, the best man and three 
ushers. 

Gifts for the ladies in the party 
are pearl and/or diamond pendants: 
for the men, similar tie-tacks. All are 
set in 14K gold, and are available in 
a wide range of styles and prices. 

Set is packaged in a white jewel 
box, inscribed “Brides Book of 
Treasures.” Two lift-out trays hold 
the gifts. 

Package is being promoted in ad 
mats and other advertising material 
as a special offering in connection 
with Feature Ring’s 25th anniversary 
celebration. 

Contact your Feature Ring whole- 
saler or write to Feature Ring Co., 
Inc., 130 W. 46th St., New York. 


ene 


Kreisler introduces "Da Vinci 
as companion to "Parisienne" 


A new series of men’s watchbands 
by Kreisler has been designed as a 
mate to the recently § introduced 
“Parisienne” bands for women. 

Called “Da Vinci,” the new line 
comes in two style variations—one 
has embossed vertical stripes and the 
other is an embossed repeat chevron 


¢ 


Kreist er 


Da VINC! 


motif. Available in yellow gold filled 
or stainless steel, both patterns are 
tapered, and can be had for round 
or square watches. 

To provide a setting for the new 
style, Kreisler is offering a fully di- 
mensional display unit. Display fea- 
tures a five-column Pantheon facade 
in simulated stone shades, backed 
with a concave panoramic scene in 
full color. A “Da Vinci” band is 
mounted on each column. 

Unit is free when 
Kreisler’s assortment 56. 

For further information, contact 
advertising department, Jacques 
Kreisler Mfg. Corp., North Bergen, 
N. J. 


ordering 


Entire clock line promoted in 
Sunbeam merchandising drive 


A comprehensive merchandising 
program, designed to promote every 
segment of its electric clock line, has 
been announced by Sunbeam Corp. 

Highlighting the program is a “De- 
Luxe Assortment” of Sunbeam clocks, 
including several of the higher quality 
items in the firm’s line. 

New models have also been intro- 
duced to the selection available from 
Sunbeam. The model BO12 alarm 
clock will now be manufactured in a 
gold colored model, styled the “Golden 
Nugget,” and marketed at $6.50 with 
plain dial and $7.50 with luminous 
dial. 

Two new “decorator type” kitchen 
wall clocks have also been introduced. 





Wyler's Parisian kiosk display 
highlights ‘continental look" 


To complement its new “Conti- 
nental Look” theme, Wyler Watch 
Corp. is offering a display designed to 
resemble one of the poster-plastered 
kiosks that dot the streets of Paris. 

The four-color display features in- 
dividual panels modeled after the 
latest techniques of European adver- 
tising. To heighten the continental at- 
mosphere, a French gendarme and a 
small boy on a bicycle are shown 
reading the posters on the kiosk. 

Construction of the unit provides 
space for a box holding an actual 
Wyler watch. 

Contact Wyler Watch Corp., 131 E. 
23rd St., New York. 


Extensive national advertising 
planned by International Silver 


Throughout 1960, International 
Silver Co. will place a total of 182 ads 
in 20 nationally circulated women’s 
magazines. This broad program is in- 
tended to reach prospective customers 
at all income levels. 

Ads for International sterling flat- 
ware will appear in Ladies’ Home 
Journal, Living for Young Home- 
makers. House Be autiful, House & 
Ga rde N. ('o-¢ d. Seventeen, Ingenue, 
Mademoiselle, The New Y orker, 
Glamour, Vogue, Bride’s, Modern 
Bride, and Bride & Home. Full-page 
ads in these magazines will treat each 
pattern as a new design, with par- 
ticular emphasis on the savings in 
services for 4, 8, and 12. 

International sterling hollowware 
and Webster Wilcox silverplate will 
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be featured in Gourmet and The New 
Y orker. 

Full-page ads for 1847 Rogers Bros. 
silverplate will run in McCall’s, 
Bride s. Modern Bride, 
Redbook, and True Story. 

“Happy Anniversary,” a new pat- 
tern in International DeepSilver, will 
be introduced in a series of ads in 
Better Homes & Gardens, Ladies’ 
Home Journal, McCall’s. Bride’s. and 
Sunset. 

In addition to this silverware ad- 
vertising, International plans to pro- 
mote American-made stainless steel 
ware. 

International is urging dealers to 
participate in this program by co- 
ordinating their own advertising and 
selling activities through the use of 
point-of-sale material supplied by the 
company. 


Ne ive nte en, 


New display designed to frame 
latest Orange Blossom rings 


Traub Mfg. Co. announces that a 
new spring display has been designed 
to show the firm’s Orange 
wedding and engagement rings. 

Display is timed to provide a set- 
ting for the many new styles that 
have been introduced to the Orange 
3lossom line. It is the first of a 


siossom 
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series of seasonal window items that 
Traub will offer to its retailers across 
the country. Others already in pro- 
duction include an autumn setting and 
an animated Christmas display. 

Contact Traub Mfg. Co., 1934 Me- 
Graw Ave., Detroit. 


Choosing a store sign is topic 
of new brochure from Amplex 


A brochure containing advice on 
how to choose a sign for a place of 
business has been released by Amplex 
Mfg. Co. 

The folder points out that an ef- 
fective sign should suit the “person- 
ality” of the store and its type of 
business. Nine type styles are shown. 
including the sizes in which each is 
available. 

The firm also offers custom design- 
ing of any style letter in Plexiglass, 
as well as special trademarks and 
signatures. 

Contact Amplex Mfg. Co., Dept. 66, 
2325-31 Fairmount Ave., Philadelphia. 
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Speidel's new watchband series 
features removable emblems 


The new Speidel ‘‘Emblematic’”’ 
watchband is designed to offer the 
customer “personalized” service — 
while he waits. 

Two small removable plates at the 
ends of the band bear the personal- 
ized emblem. Available are the fra- 





ternal emblems of the Masons, Shrin- 
ers, Knights of Columbus, Caduceus 
and Elks. Plain finish plates suitable 
for engraving initials, school or col- 
lege letters are also offered. 

A new display unit (EB/6) shows 
six of the bands. Four have Masonic 
emblems, two have the plain plaques. 
Two extra sets of emblems are pro- 
vided: one Knights of Columbus and 
one Shriners. 

According to Speidel, custom en- 
graving on the plain plaques is 
ideally accomplished with the New 
Hermes “Engravograph.” 


Ad space for Reed & Barton will 
reach 100 full pages in 1960 
Reed & 


Taunton, Mass., has announced that 
it will run 100 full pages of maga- 


Barton Silversmiths of 


zine advertising during 1960. The 
firm says that this will be the largest 
such campaign in its history. 

The ads, in four colors, three colors 
and black and white, will appear in 
the following magazines: Vogue, 
Glamour, Mademoiselle, Seventeen, 
Living for Young Homemakers, House 
& Garden, House Beautiful, The New 
Yorker, Town & Country, Gourmet, 
Bride’s, and Bride & Home. 


“It sells as it cleans,"’ says 
Marshall of new ultrasonic unit 

The newest ultrasonic cleaning unit 
from C. & E. Marshall Co. features 
what the firm calls “combined clean- 
ing and selling power.” 

Named “Silent Salesman,” the unit 
is a complete machine in one black 


and chrome cabinet. If properly dis- 
played and advertised, Marshall Co. 
says, the cleaner will help boost store 
traffic. While a customer’s rings and 
jewelry are being cleaned, the jeweler 
has her undivided attention—and the 
opportunity to sell new diamonds, 
mountings, jewelry or related items. 

To aid the jeweler in making the 
most of the unit’s potential, the manu- 
facturer will furnish free newspaper 
mats and two-color postcards at the 
cost of printing the jeweler’s name 
and address. 

“Silent Salesman” 
or obtained through 


may be bought 
a new rental 
plan. 

Contact C. & E. Marshall Co., 1445 
W. Jackson Blivd.., Chicago. 


Thinner styling featured in new 
1960 watch designs from Timex 


The new 1960 line of Timex watches 
features 44 men’s and ladies’ models, 
including two “extra thin” men’s 
watches in the “100” series. These 
thin models are a quarter of an inch 
thick, and retail for $15. 

The collection of ladies’ fashion 
watches features three newly styled 
a small rectangular case with 
an oval case with gold- 


models 
chrome bezel: 


toned bezel; and a sculptured round 
case with gold-toned bezel. Retail 
price of these models is $15. 

The line includes automatics and 
conventional models, and is backed 
with 12 special display cases. Over- 
all retail price range is $6.95 to 
$16.95. 
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World revolves on new display 
for Flex-let's "Fashion Fair" 


ee FERRE 
La es aden 


In conjunction with its spring ad- 
vertising rare “World Fashion 
Fair’—Flex-let is offering a new 
motion rion piece. 

Designed to show six men’s and six 
women’s watchbands on blue velvet 
with a pink background, the unit fea- 
tures a revolving globe that empha- 
sizes the vide fashions found 
in the new line. 

Contact F lex-le Corp., 5830 Fifth 
A Vee r ¥ ork. 


’ 
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Findings and castings catalogue 
shows more than 3000 items 


National Findings Corp. has just 
issued what it calls the most complete 
catalogue of castings and findings in 
the jewelry industry. 

The 90-page catalogue 
photographs of more than 3000 set- 
tings, shanks, ear backs, bezels, 


contains 


spring rings, box locks, neck chains, 
discs, coin holders, pendants and 
mountings. 

Said to be designed to help jewelers 
reduce the cost of producing their 
jewelry, the catalogue is available 
free upon request. 

Contact National Findings Corp., 
125 W. 45th St., New York. 


Tie-Tie's carrying bags have 
rose design, space for imprint 

A carrying bag in three sizes to 
hold Tie-Tie gift wrappings and rib- 
bons is now being made available by 
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Chicago Printed String Co. Bags 
feature red and green roses printed 
on a white background. 

Sizes are 7 in. by 9 in., for cards 
and ribbons; 12 in. by 15 in. for 
jackets and ribbons; and a “long 
john” size, 3 in. by 4 in. in width, and 
36 in. long, for roll papers, ribbons 
and cutter boxes. 

Space is provided for dealer im- 
print, and one side of bag features 
instructions for making the Tie-Tie 
pompom bow. 

Carrying bags are available through 
Tie-Tie salesmen in lots of 500, 1000 
and up. 


Hidden brackets hold ring boxes 
on new Keepsake motion display 


A revolving color wheel is the main 
attention-getting feature of this new 


three-dimensional display unit avail- 
able from A. H. Pond Co. to show the 
firm’s line of Keepsake diamond rings. 
Color wheel is centered with a 
single ring box; surrounding blue 
velvet circle holds additional boxes on 
hidden brackets. Bride doll dressed in 
white satin wedding gown adds to 
visual effect. 
Contact A. H. 
Syracuse, N. Y. 


Pond Co., Inc., 


Catalogue illustrates full line 
in “Collegiate” ring series 


College Seal & Crest Co. is offering 
a new catalogue illustrating the firm’s 
“Collegiate” line of deep-carved col- 
lege seal rings. 

Catalogue shows 250 rings, avail- 
able for almost every accredited four- 
year college in the country. 

The company reports that many 
jewelers claim the rings “sell them- 
selves” directly from the catalogue. 
When ordering rings, there is no 
minimum order required, and no die 
charge is made. 

Contact College Seal & Crest Co., 
236 Broadway, Cambridge, Mass. 


Croton watch line being shown 
at new Los Angeles facility 


Croton Watch Co. announces that 
its entire line of Croton Nivada 
Grenchen watches, with the addition 


of many new styles, is now being 
shown at new headquarters in Los 
Angeles. 

Representing Croton at the new 
Pacific Coast facility is George Gil- 
scalar (right). He is assisted by 


Prt 
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(left to right) Grady G. Taylor, 
Harold R. Sloane and Derek Frank. 

Among the new models to be shown 
are the self-winding, 17-jewel 
“Galaxy” for men and “Vindicator,” 
a waterproof model with 17-jewel 
movement. Also being shown is a 
line of newly styled ladies’ watches. 

Jewelers are invited to visit the 
new headquarters at 448 S. Hill St., 
Los Angeles. 


identification bracelets have 
space for recording blood type 


New counter display shows six 
identification bracelets: two children’s, 
two teen-ager’s and two adult’s. 

The plaque is specially designed for 
engraving blood type, address, phone 
number and other information. 

Display is free with order of six 
bands and six more for stock. All 
bands are individually boxed. 

Keystone price for 12 bands with 
display is $39. 

Contact Watchbands, Inc., North 
Attleboro, Mass. 


Dominion announces warranty, 
introduces new coffee makers 


Dominion Electric Corp. has an- 
nounced that all products in the Do- 
minion line will now carry a one-year 
replacement warranty. This provides 
that any defective Dominion appliance 
may be returned to the dealer from 
whom it was purchased and ex- 
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changed for a new one any time dur- 
ing the one-year period. A _ special 
seal placed on every appliance will 
inform the customer of this warranty. 

The firm also announces that it has 
added a complete line of fully im- 
mersible coffee makers. A _ hermeti- 
cally sealed heating unit permits the 
coffee makers to be washed wnder 
water or placed right in a dishwasher. 

In conjunction with the new coffee 
makers and the one-year warranty, 
the firm will back its entire product 
line with an intensive advertising and 
merchandising program. Four major 
promotion efforts will be launched 
during 1960, the company says. The 
first, to take place early this year, 
will stress toasters, table ranges and 
the new coffee maker line. 

Advertising and publicity programs 
in leading national magazines, plus 
participation in leading television 
shows such as “Queen for a Day” and 
“The Price is Right,” will back each 
sales drive. 


Forstner's new watch bracelet 
has sliding adjustment feature 


Recent introductions to Forstner’s 
line of ladies’ watch bracelets have 
emphasized “continental designs” of 
mesh construction. Available in yellow 
or white gold filled, the bands come 
with center catches or buckles which 
make them easily adjustable. 

Newest addition to this series is 
“Americana,” an innovation which 
Forstner says marks a “first” in the 


field of self-sizing watch attachments. 
Adjustment is accomplished by a 
sliding round clasp attached to snake 
chains dangling from the ends of the 
band. The bracelet itself is available 
in either mesh or snake. 

Contact your Forstner wholesaler. 


Hamilton watch cells, parts 
available from distributors 


Hamilton Watch Co. announces that 
the increasing number of electric 
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watches on the market has created a 
high demand for both energy cells 
and replacement parts. 

To facilitate prompt customer ser- 
vice, the firm has now released cells 
and parts to its authorized distribu- 
tors. Formerly, these materials were 
available only through the Hamilton 
factory, and expedient delivery to 
watchmakers’ scattered throughout 
the country was virtually impossible. 
Now, with the material available to 
Hamilton wholesalers, customers can 
be guaranteed quick repair service for 
electric watches. 

Price lists for this material can be 
obtained from the material sales de- 
partment, Hamilton Watch Co., Lan- 
caster, Pa. 


Spring is the theme of display 
series for Wallace flatware 


A package of three display pieces, 
each geared to a spring theme, is be- 
ing offered to dealers by Wallace 
Silversmiths. 

First in the series shows Wallace 
flatware patterns against two fabric 
panels suspended from gold-colored 
wire circles. One display pad is 


covered with coral rubicord, the other 


in green satin. Clusters of daisies 

highlight the spring motif. Unit is 

mounted on a walnut finished base. 
The display series is being offered 


at $15 for the package of three, or 


be sold in individual units for 


Customer participation sparks 
Sheaffer's spring pen promotion 
W. A. Sheaffer Pen Co. has de- 


signed a spring promotion with a 
“built-in customer participation fea- 
ture.” 

The promotion centers on the 
“PFM” (Pen for Men), and is high- 
lighted by a “point selector kit” with 
which dealers can demonstrate the 
variety of “PFM” point styles and 
allow customers to test write with 
each of them. Kit includes eight pens, 
each with a different point, displayed 


in a jeweler’s tray. Also included are 
testing pads for use by customers. 

Featured in the promotion is in- 
store registration for a chance to win 
a free “PFM” pen in a weekly draw- 
ing. A two-color window banner, 
registration cards and a registration 
box are provided. Pens to be awarded 
to winners are included in the assort- 
ments with which the promotion is 
offered. 


Granat introduces new series 
of diamond engagement rings 


The spring line from Granat Mfg. 
Co. includes a newly introduced series 
of diamond rings, known as “Flight.” 

The rings come in a number of 


variations, and all the styles are 
available as solitaires or with match- 
ing wedding rings. 

A three-dimensional 


display de- 
signed specifically for the “Flight” 
rings is available to dealers who 
chase the series. 

Contact Granat Mfg. Co., M1! 
St. at 20th, San Francisco. 


Ice crusher does double duty: 
hangs on wall or sits on table 


“Tce-O-Mat,” new ice 
(TW347) designed by Rival Mfg. Co., 
can be used as either a wall or table 
model. Even when mounted on a wall, 
the crusher can be removed and used 
as a table model. 

Finished in enamel with chrome 
trim, the manually operated crushe 
holds a full tray of ice cubes. Handle 
is double-action—it is turned to the 
left for coarse ice, to the right for 
fine. No other adjustments are needed. 

Cup which holds crushed ice is re- 
movable for use as a serving pitcher. 

Contact Rival Mfg. Co., 36th & 
3ennington, Kansas City, Mo. 


crusner 


Home “'spectaculars” possible 

with new Fairchild equipment 
Fairchild Camera and Instrument 

Corp., longtime maker of precision 


military and aerial cameras, is enter- 
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ing the consumer market, and says it 
will offer amateur 
fans home “talkies” 
$500. 

A new 8 mm camera and al! related 
paraphernalia to pick up sounds of a 
scene simultaneously with visual 
action will be marketed from coast to 
coast beginning April 25, the firm has 
announced. 

Camera and microphone, equipped 
for filming with sound, will have a 
list price of $239.50. A companion 
sound projector-recorder will retail 
for $249.50. Film to go with the sys- 
tem will be available for $7.50 
100 feet. 


motion 
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Consumers to see “Sentimental” 
pattern in spring magazine ads 

“Sentimental,” new pattern in 
Oneida’s Heirloom sterling, will be 
introduced to the public in a series 
of ads set to run from March to July 


another for maximum display atten- 
tion. 

Individual watch mountings in the 
case are interchangeable, and fit the 
new watch box that Westclox is in- 
troducing this year. 


J-B's “Trio” watchband display 
designed for window or counter 


with brackets. Additional turrets can 
be ordered separately. 

Entire rack weighs 50 pounds, and 
measures 72 in. high by 27 in. wide. 


A self-standing jet black watch- 
band display designed to hold three 
of Jacoby-Bender’s new molded pack- 
ages is now available to jewelers. 

Display is 4 in. wide, and can be 
shown either on the repair counter 


Turning action is accomplished by 
ball bearing and washer construction. 
Complete four-turret rack is priced 
at $19.95, with additional turrets 
available at $4.25 each. Wall brackets 
are $1.25. 
Contact Rust 
Dedham, Mass. 


Craft Publishers, 


For grandmothers, a new book— 
title: "S. O. G. with P. I. P.” 


S. O. G. with P. I. P. appears at 
first glance (and even second glance) 
to be a pretty improbable title for a 
book, especially a book that is de- 
signed for grandmothers. 

But the title page gives a transla- 
tion that clears up the meaning of 


i the strange volume. The cryptic in- 
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in such magazines as Seventeen, 
Glamour, Mademoiselle, House Beau- 
tiful, House & Garden, Vogue, The 
New Yorker, Bride’s Magazine, Mod- 
ern Bride, and Bride & Home. 

The first of the full-page, four- 
color ads will describe “Sentimental” 
as “so gracefully modern 
ously sterling.” 

An eight-piece place setting of the 
new pattern will sell for $35, FTI. 


or in the window. 
message says, “Your 
the Jewelers’ Best.” 

Unit is designated the J-B “Trio,” 
and is offered free of charge. 

Contact your J-B wholesaler or 
write directly to the retailer sales 
aids department, Jacoby-Bender, Inc., 


62-10 Northern Blvd... Woodside, N. Y. 


Stamped 
watch 


copy 
deserves 
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itials stand for “Silly Old Grand- 
mother with Pictures in Purse,” and 
the book is a photo album. 

Album is spiral bound, and has a 
stamped cover of padded simulated 
leather. It contains 12 double acetate 
pockets for snapshots. Size is 3% in. 
with assortments of watches in the fixture that can be used by 4 in.—small enough for the purse 
following styles: “Ballet,” “Lance,” floor unit or wall rack. of grandmothers who delight in show- 
“Shadow Thin,” “Waterproof” and Rack consists of four turrets, 10 in. ing pictures of their families. 
“Coquette.” in diameter, that can be revolved in- Each album is gift-boxed and 

Case has a permastick base which dependently. Each turret contains 30 packed in six assorted colors to a 
is said to adhere to any surface. If cards. display box. Retail price is $2. 
more than one assortment is ordered, For Contact C. R. Gibson & Co., 
cases can be clamped on top of one turrets walk, Conn. 


Display unit is pilfer-proof, 
has removable watch mountings Rust Craft introduces versatile 
display unit for greeting cards 


Rust Craft Publishers 
duced a new greeting 


A new Plexiglass display case, fea- 
turing a double lock to prevent pil- 


intro- 
ferage, is being offered by Westclox 


display 
‘ither as a 


has 
card 


the 
and 


use on a wall, 


removed 


display 
attached 
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Waterprooting 
Tips, 

Condensation 
Cures 


by HENRY B. FRIED 
JC-K Horological Consultant 


The last in a series of articles on 
waterproof watches, it outlines ways 
of re-waterproofing leaky cases 


® ANSWER TO THE QUESTION “Can condensation 
be removed from a watch by forced evaporation ?” 
is Yes, if the case is leaky. 

In experiments along this line faulty watch 
cases were opened and drops of water inserted. 
Condensation was forced by creating sufficient 
temperature difference between case back and 
crystal to cause a dew-point. The cases were then 
warmed to the temperature they would have if 
worn on the wrist. 

After 48 hours, in three out of four cases, the 
drops of moisture on the crystal disappeared and 
condensation could not be induced without in- 
troducing new liquid into the cases. The fourth 
case still retained traces of the original drop, but 
this particular case had only a small leak. 

In the three instances of evaporation, heat 
caused much of the liquid to vaporize and be held 
in suspension within the case. The heated air ex- 
panded, some of it escaping with its vapor con- 
tent from the cases. Sufficient air and vapor 
escaped to deplete the cases of the moisture con- 
tent needed to show visible condensation. 

Under normal circumstances, evaporation of 
moisture in a watch would require a succession of 
warm, dry days followed by cold, dry, high- 
pressure weather. Warmed, the air within the 
watch would expand out of the case, expelling 
moisture with it. The cold, high-pressure air 
entering the case later would be dry because 
cold air holds less moisture than warm air. 

Any watch showing condensation within should 
be dismantled, dried and repaired. Moisture 
locked in a waterproof case will condense first 
on one spot, then on another, depending on which 
part of the watch is warmest. Unable to escape, 
it will not evaporate. 


Sealed-in Moisture 

A good waterproof case lives up to its name, 
of course; it is waterproof. Therefore, if a tested 
and proven waterproof watch shows condensa- 
tion, the moisture was sealed into the case when 
it was closed. Probably the case was not dried 
properly before being closed. Many watch im- 
porters and assemblers place the cased watch 
on a mild heating plate, not to improve water- 
proofing but to reveal possible moisture con- 
densed on the crystal. 

Ideally, a waterproof case should be cased in air 
that contains as little moisture as possible. At 
40° F, air can hold only 2.85 grains of water per 
cubic foot (at 100 per cent humidity condition). 
At 70° F, the same cubic foot of air can hold 
7.98 grains or about 22/3 times as much. If a 
watch case was closed at 40° during 50 per cent 
humidity, it would lock about 1.40 grains of 
moisture per cubic foot of air into itself. To 
obtain the same dryness at 70° F, the air would 
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have to be conditioned to only 17 per cent hu- 
midity, or comparatively drier than a dry day 
in the Sahara Desert. 


Low Humidity Best 

To close a waterproof case at 40° F would be 
rather uncomfortable to the caser. However, a 
heated room in the winter is rather dry since it 
is taking the cold, dry air from the outside and 
heating it. Naturally, warm air in the summer 
is much more moist, and if extensive casing of 
waterproof watches is to be done, an air condi- 
tioned room with low humidity is best. 

Since it has been proven that under ordinary 
conditions we cannot lock sufficient humidity in 
a case to cause condensation, why then the fuss 
about casing watches with low humidity condi- 
tions? 

The fact is that though even very humid air 
locked in a case will not cause condensation, high 
humidity will tarnish polished surfaces because 
of the convection currents caused by air being 
warmed by the wrist through the case back and 
cooled somewhat when it strikes the crystal. Be- 
fore the widespread use of air conditioning sys- 
tems, the mechanical rooms of telephone build- 
ings were heated even during the summer to keep 
the relative humidity low. Watch companies 
which specialize in waterproofing today have their 
casing rooms air conditioned to low humidity so 
that the cased movements will retain their bright, 
new appearance 

Many watchmakers heat the case prior to cas- 
ing, believing that this will drive out the moisture 
and only dry air will be locked into the warmed 
case. This is not a good practice. Heating a case 
and closing it while it is hot or even mildly warm 
causes a partial vacuum to exist after it is closed. 
This results in a low inside pressure and a con- 
tinuous, comparatively heavier pressure on it 
from the outside. The air inside the case should 
equal the average pressure outside to avoid undue 
pressure on the case, crystal, crown or case back. 
If the room itself is air conditioned during the 
summer to a low humidity condition, it will suf- 
fice. If the room is heated during the winter 
months and the watches cased then, still better. 


Improving Waterproofing 

Earlier in this series, the subject of water- 
proofing gaskets, crowns and crystals was dilis- 
cussed. It was pointed out that no one can be 
certain that a case designed to be waterproof is 
impervious unless tested by the various methods 
outlined. The tests will disclose where the leaks 
occur and whether a new gasket, crown, case 
pipe or crystal is needed. Sometimes, however, 
even the replacement of these sections fails to im- 
prove the waterproofing qualities of the case. If 


the replacement of a perfect crystal still shows 
leaks at this section, then the bezel seating of 
the case is suspect. If the watchmaker has suf- 
ficient skill with lathework, he can place the case 
on the lathe with a bezel chuck, properly center 
the case and refinish the crystal seating in the 
bezel. If the leak is but a minor one, the use of 
crystal cement around the crystal will sometimes 
seal that leak. When this is done, allow enough 
time for the cement to dry completely and then 
subject the case to test. 


Case Pipe Flaws 

If the replacement of a new, proper crown fails 
to stop a leak shown by test, then examine the 
case pipe thoroughly. Also, make certain that 
the leak does not originate at the case pipe-case 
frame junction or at the crown. If the case pipe 
is at fault, showing leaks at this junction or pre- 
venting the gaskets on the crown from function- 
ing, the casepipe should be replaced. If the watch- 
maker does not desire to perform this job him- 
self, he may return the case to the manufacturer 
for repair or replacement of the case. 

On screwback cases that still leak after test 
even though the threads, seating and gasket have 
been cleaned, the threads themselves may be 
stripped or frayed, or the gasket seating irregu- 
lar or scratched and pitted. The case back itself 
may be warped or bent. In the latter instance, 
the only positive solution is to replace the case, 
as efforts to correct this only aggravate the con- 
dition. Snap-back cases which show leaks at the 
back should be examined for warpage due to im- 
proper application of the opening knife or wedge. 
Also, it may be that the snap-ledges have become 
worn, and the back is not secured any longer. 
These should be returned to the manufacturer for 
adjustment. If such a watch case shows mutila- 
tion by knives at the wedge-entrance, it, too, 
should be returned. 


Press-Fit Leaks 

When press-fit cases become leaky, it is possible 
that the case frame (that is, the upper section 
of the case with its U-cut that fits over the bot- 
tom and case pipe) has become bent or warped 
due to removal or separation by improper 
methods. When the bottoms of such units have 
to be removed, and if this is done by supporting 
the case top by its lugs only, pressure upon the 
crystal places a great strain at the case frame’s 
weakest spot, the isthmus between the top of the 
U-cut and the crystal’s edge. This may cause the 
case top or frame to buckle. The watchmaker 
should examine such cases for warpage or frac- 
tures at this spot. The newer cases of this same 
design have-a lip for the insertion of a case- 
opening blade. If cases of the Admiral type leak, 
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it will either be at the crystal or crown. If the 
crystal shows a leak, examine again the bezel 
seating for scratches or nicks, the crystal’s edge 
for imperfections caused by unsure seating with 
the constriction pliers or by rough handling. 
Sealing the crystal of such a case with crystal 
cement may often work, but this is not always 
feasible since a detailed cleaning job of the crys- 
tal, bezel and case must be done every time the 
movement is removed because the movement 
comes out through the top of the case. 


Condensation in Non-Waterproots 


As mentioned earlier, when a non-waterproof 
watch case shows condensation, it indicates that 
the case is a very closely fitted one. Figuratively, 
the condensation occurs because the case does not 
breathe; it wheezes. The cure here is more diffi- 
cult than with strictly waterproof cases. If con- 
densation is to be prevented in non-waterproofed 
cases, the case either must be made waterproof 
(for which it was not designed) or else made 
deliberately more leaky which lowers its quality. 
The best one can do is to attempt waterproofing 
by neatly packing the stem opening with silicon 
grease and sealing the case junctions with a care- 
ful application of crystal cement. Seal the crystal 
edge also. Of course, this should be done only 
after the watch is ready to wear because any 
opening of the case will require a repetition of 
the same application after first cleaning the 
sealant. ZEaa 


The “‘Why”’ of Fair Prices 
Retail pricing procedures stir distrust in the 
breasts of many consumers, often understandably. 
Realizing this and wishing to allay the layman’s 


fear of being “taken,” Purdy’s, jewelers in Lyons, 
Kansas, makes it a policy to “tell all’’ about its 
own pricing policies with engaging Middle West- 
ern candor. 

Purdy’s states the tenets of its pricing policy 
in the following forthright terms: 

“We always conform to a cost and mark-up 
formula that permits us to offer honest value to 
the consumer while retaining for ourselves the 
mark-up necessary to properly screen, market, 
and back up the article we offer for resale. 

‘We never allow ourselves to become entwined 
in pricing and marketing agreements that are 
designed to make ‘a play’ upon consumer ignor- 
ances and thus enable us to exploit him in a 
wrongful manner. 

“We never engage in any of the following: 

“Using fictitious list prices with phony dis- 
counts. 

“Claiming of vastly reduced price quotes that 
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in reality are just slightly reduced figures from 
current consumer market values. 

“Meaningless ‘trade-ins’ that either get your 
property for nothing or offer a fictitious allowance 
to feign a ‘bargain.’ 

“Pricing from a fictitious list (that nobody 
ever pays) to compute a replacement cost of an 
article that has failed in warranty. 

“Employ ‘blind item’ techniques so often used 
by the phony ‘wholesale’ catalogue outlets, namely 
showing an honest wholesale cost on an article 
wherein the retail is commonly known and then 
on other closely related ‘blind items’ applying the 
same discount to fictitious lists so that the price 
you pay often equals or exceeds current consumer 
market values. (This last one is the most common 
practice of all ‘retailing wholesalers’ who offer 
to sell everybody everything at wholesale).” 

Blunt, to the point and worthy of emulation by 
every jeweler. 





ATTENTION: 
SALES MANAGERS! 


Will your firm’s products or services be listed 
in JC-K’s DIRECTORY ISSUE? (Without 
charge, of course.) 

NO—Not unless you fill in, and return, the 


, , . ’ 
Supple rs’ Questionnaire j 


YES, OF COURSE—If you send the filled-in 
Suppliers’ Questionnaire promptly to JC-k 
Directory Listings Editor, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 

But time is getting short. Coming out in mid- 
1960, the Directory Issue will be consulted 
thousands of times a day by retailers, whole 
salers, manufacturers. More than 20,000 es- 
tablishments will check it for sources of sup- 
ply. So it is important for your firm to be 
listed. 


The Product Listing Sections will close with- 
in the next few weeks. Your firm has rr 
ceived a Suppliers’ Que stionnaire: be sure that 
it is returned! If your questionnaire has been 


misplaced write JC-K for another copy—today. 
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MAKE IT PROFITABLE 


WATCHMASTER SERVICE wilh THE 


BRINGS IN CUSTOMERS 


: atch «- 
DO THE WORK BETTER, FASTER Watch ~) Master 
e PROVE THE QUALITY OF THE WORK 


e REDUCE “COME-BACKS” 
e MAKE SATISFIED CUSTOMERS L | N : 
(THE RESULT . . . BIGGER PROFIT) 


And , j hry mas hing ‘ { a) ror 
t/ 


‘Y 1 RA 


VALUE 


lhe Watch Maste1 line 
} ee 
rvwhere LO! dependable oOperatio 
. ] “ ** 
nance cost and iong iliile. 
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equired, complete facilities 


gg 
service are available 


BENCH ADVANTAGES 
The Watch-rate Recorders. Both the 


} } } 
Drum and lape models produce sharp 


ULTRASONIC WATCH CLEANER 


for accurate rating. Each 


_ 


(l-fTxCal wat tch settings ‘ 


- 


The Ultrasonic Watch Cleaner — 
Strong action reat hes the most remote 


recesses. Cleans. rinses and spin-dries 
| ELIMAG (DEMAGNETIZER] 


} 


Sale" More tho rough IV, Laster. 


The meni (Demagnetizer}—F ifteen 
times stronger than ordinary dem: ignet- 


"7 
i? 


VY ow Ou e if fo YOUTSEL] 
IZ€1 to try these machines. 
l S. i 

WATCHMASTER (TAPE) Mail the cou} 


American Time Products, Inc. 


580 Fifth Ave., New York 36, N.Y. 


Gentlemen, — Without obligation, please arrange to 
demonstrate at my bench, the instruments checked. 


[] Cleaner [] Tape WatchMaster [] Drum WatchMaster 


American Time Products, Inc. 


Name 


New York 36, N. Y. Store 


580 Fifth Avenue 
Address 
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WORKSHOP 


QUESTIONS 
and ANSWERS 


THUNDERATION—I have a cus- 
tomer who wants to know why 
mainsprings break during thun- 
derstorms. Why do they ?—Van 
Cott, Jeweler, Binghamton, 
N. Y. 

Answer: This phenomenon 
has been experienced by many 
watchmakers. Mr. Svenson of 
the Sandsteel Mainspring Co. 
studied this problem, and dis- 
covered that the breakage is not 
due to thunder or lightning, but 
to the sudden drop in tempera- 
ture brought on by the storm, 
causing the wound-up main- 
spring to be placed under exces- 
sive stress and strain. As a re- 
sult, the weakest spot on the 
spring (generally a rust spot or 
a sulphur flaw) causes the 
spring to break at this point. 
The violence of the break strikes 
every adjacent coil, with an ef- 
fect much like a falling row of 
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dominoes. Watchmakers who 
have experienced this generally 
find the spring in about 20 
pieces, each just a little longer 
than the next. This corresponds 
to the size of the coils. Usually 
this occurs to springs newly 
fitted and fully wound. I used to 
lick this problem by pre-stress- 
ing the spring by winding it and 
unwinding it in the barrel or 
winder. Today, this problem is 
greatly diminished with the use 
of alloy springs. 


* * * 


TEEN-AGE REPAIRMAN—lI have a 
teen-age son to whom I would 
like to teach jewelry repair 
work. I would like a book that 
would supplement my instruc- 
tions to him. Could you recom- 
mend some books for him?— 
Dean Jewelers, Charles City, 
Iowa. 

Answer: Try Jewelry Making 
for Schools, Tradesmen, Crafts- 
men, by Murray Bovin, Jewelry 
Repair Manual, by Bowman and 
Hardy, Jewelry and Enameling, 
by Greta Pack, and Metalcraft 
and Jewelry, by Kronquist. 
These are obtainable from the 
JC-K book department. 


* * * 


ONE IN A THOUSAND ?—Can you 
give me any information on an 
old watch marked “D. Quare, 
London 2177’? It is wound ona 
chain and has a silver case.— 
Conley’s Jewelry and Gift Shop, 
3ristol, R. I. 

Answer: This writer receives 
thousands of requests from peo- 
ple who ask, “How old is my 
watch, and how rare is it?” Only 
one in a thousand turns out to 
be worth anything. However, if 
your watch is a genuine Daniel 
Quare, you have a real find. 
Daniel Quare is credited with 
inventing the repeating mecha- 
nism in watches, as well as other 
important developments. He was 
favored highly by the king and 
by scientists. But don’t place 
your hopes too high, since mak- 
ers like Quare, Tompion, Gra- 
ham and Breguet had their 
names forged on more watches 


than they ever produced. As a 
result there are more “Quares’”’ 
around now, after almost three 
hundred years, than he made in 
his celebrated lifetime. If real- 
ly interested, send me good clear 
photos of the movement, edge- 
wise, the dial, case, inside of 
case back and a photo of the 
works under the dial. 

* os * 
HUMIDITY—Does the case leak 
on a waterproof watch when 
moisture forms on the inside of 
the crystal on hot, humid days? 
—Burns & Gove, Sandusky, 
Ohio. 

Answer: We can’t say exact- 
ly where the case leaks, but if 
condensation forms there is a 
leak. Refer to the waterproof 
installments, which have dealt 
in detail with condensation. 

~ “ « 

LEANING CLOCK—We have a 
two-foot high clock shaped like 
a cathedral. We can’t make it 
run unless it is tipped consider- 
ably forward so that the pendu- 
lum does not strike the back of 
the clock. How should this be 
repaired ? — Wirthel’s Jewelry, 
Seward, Neb. 

Answer: When the pendulum 
strikes the back of the clock or 
its case, the scaffold holding the 
suspension spring should be al- 
tered so that the spring hangs 
at a distance from the move- 
ment which is favorable to the 
freedom of motion for the pen- 
dulum. Some suspension blocks 
(also called the scaffold) have 
two separate “P” grooves, one 
in front of the other, so there 
is a choice in placement of the 
pendulum. 

a * aa 
SHILLING CASE—Where can I ob- 
tain a case for a key-wound 
fussee chain watch? The name 
on the watch is Shilling.— 
Pitcher’s Jewelry, Kearney, 
Neb. 

Answer: E. Shilling was a 
watchmaker in the last quarter 
of the 18th century. Cases are 
hard to obtain because most of 
these watches have had their 
cases removed for resale as sil- 
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ver. However, try L. Romaine, 
Watch and Clockmaker, Willis- 
ton Park, L. I., N. Y. He makes 
a specialty of antique watches. 
* ad aK 

TERRY REPRODUCTIONS—Are you 
in a position to give us the name 
of a maker who reproduces the 
“pillar and scroll” type of clock 
seen in Old Sturbridge Village? 
This was originally made by Eli 
Terry in 1817.—Henn & Henn, 
Chillicothe, Ohio. 

Answer: Reproductions are 
made by Hjalmar Olsen of 
Watertown, Mass., and by Mil- 
lion-Rutherford Co., Fallston, 
Md. 

ca - ok 

CLEANING MANTEL CLOCKS—lI 
seem to have trouble cleaning 
mantel clocks. Can you direct 
me to a step by step method of 
doing this? What cleaning solu- 
tions shall I use? — Helfgott, 
Connecticut. 


Answer: You do not specify 
your exact trouble with mantel 
clocks. To give you a step by 
step method would require me 
to consume the pages of a good 
book on this subject. I refer you 
to T. R. Robinson’s “Modern 
Clocks, Their Repair and Main- 
tenance.’” Another is Goodrich’s 
“The Modern Clock.” Still an- 
other is DeCarle’s “Practical 
Clock Repairing.’”’ Robinson’s 
book shows the layout of almost 
every current clock type. De- 
Carle goes into fine detail on 
cleaning. 

+ . 

ECCENTRIC STUD—I am having 
difficulty with a chronograph 
that was brought in for repairs. 
It has an eccentric stud that will 
not turn. What is the reason 
for this? How can the stud be 
freed without damaging it?—A. 
M., Texas. 


Answer: Usually, tightness of 
an eccentric stud is due to the 
fact that the stud is not thread- 
ed, but tapered and fitted by 
friction. This presents quite a 
problem in unscrewing — the 
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more pressure that is applied, 
the tighter the stud freezes in 
the plates. The best solution is 
to place the plate on a staking 
tool. Support plate on a hollow 
stump and drive the stud out 
with a flat punch. 


x *« * 


ULTRASONIC LOSS?: How much 
is lost in ultrasonic cleaning by 


machines with moving baskets? | 
Do moving baskets destroy the | 


effects of ultrasonic vibrations 
or take away any of their effec- 
tiveness ?—R. T., New York. 


Answer: The “loss” in ultra- 
sonic cleaning due to a moving 
basket is virtually nil. For any 
loss to take place, the speed of 
the turning or moving basket 
must be exactly synchronized 
with the cavitation cycle of the 
vibrations. Ultrasonic cavita- 
tion takes place from 25,000 to 
a million vibrations a _ second. 
The basket revolves at a much 
slower speed. Also negligible is 
the loss of cavitation resulting 
from the agitated liquid. Com- 
pared to the vibration speed, 
the liquid is almost motionless. 

* x * 
STAFF WORK—Who can do cyl- 
inder staff work for me? I have 
searched for ads in all maga- 
zines and I believe this is stand- 
ard shopwork overseas.—Henri 
P. Brodeur, Massachusetts. 


Answer: I always recommend 
E. Greenberg of 6 East 46th 
Street, New York. He is very 
good at this work, which for 
American watchmakers is still a 
mystery. For European horolo- 
gists, it is merely routine. 


# * * 


MYSTERY CLOCK—I have a min- 
lature chime clock in my shop 
for repairs. The dial name is 
marked Smith’s of London. Can 
you tell me where I can get 
parts? Smith’s Ltd. wrote me 
that they didn’t make it.—Hor- 
nick’s, New Hampshire. 


Answer: If you could send me 
good clear photos of the clock 
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Wind only. .$46.95 


The best Swiss Main- 
springs cost no more. 


i dezen Automatics 
$6.50 


\. Mace Hy / 
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N-DUR-ALL 
SWISS MADE 
UNBREAKABLE 
ANTI-MAGNETIC 
RUST RESISTANT 
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PRE-WOUND PACK 
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AND YOU'LL BE 
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WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, Iii. 


Students may enrol! at any time of the year 














Walch Case Repairing, yf 
We repair all types of cases, shrone- 
* and stainiess, and make soli @ 


springs for cases. We also sell used re- 
placement movements. 


Write for Information 


BECKER-HECKMAN COMPANY 
29 East Madison Street Chicage 2, Illinois 











ACON@ 


THE GUARANTEED WATCH CROWN | 


ACON watcn crown co. 


50 Eldridge $t., New York 2,N. Y 
Manutacturers of Gold Filled Crowns ; 
complete line Including woterproofs 
old through Wholesolers & Jobbers 
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CLOCK LUBRICANT 
NOW AVAILABLE 
Y2 oz. Bottle 75¢ 
AT WHOLESALERS OR DIRECT 
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increase profits by 
Engraving your own Jewelry 


Special Multi - Grip 
vise holds articles of ° 
any shape. Inexpensive ° 
CNP-) Panto - Engraver ° 
cuts sharp and clean in ® 

stainless steel, gold, silver, other metals. 


FOR THE JEWELRY MANUFACTURER 


The 3D-5 Panto-Engraver ... 
Cuts medallion, ring and jewelry dies, 
steel stamps or any bas-relief design, as 
well as lettering, name plates, trophies, 
signs, etc. 


Model CNP-J 


Model 3D-5 


A Full Line 
of 
Engraving 
Equipment 
and 
Accessories 


Liberal Terms Arranged. 

Small Monthly Payments. 

Write for complete detais and prices. 
For immediate attention write directly 
to manufacturer below. Ask for nearest 
representative. 


TRADE MARK 





H. P. Preis Engraving Machine Co. 
657 U. S. Highway 22 Hillside, N. J. 

















SWEEP SECOND 
HANDS by BOREL 


Assortments in 12 
ond 24 bottle 
cabinets 








full information 
and free samples 


JULES BOREL & CO. 


1110 Grand Ave., Kansas City, Mo. 























“Your Futere & Our Scheel"’ Bowmen Bidg., Lancaster, Pa. 


SINCE 1877 


BOWMAN 
TECHNICAL SCHOOL 


Courses in Watchmaking, 
Engraving, Jewelry Repairing 
You can enter anytime. 
INDIVIDUAL INSTRUCTION 
Our graduates pass H.1.A. and state exominc- 

tions ond are In greet demand. 
Send for free Catalogue 
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movement, the dial, a side view, 
the escapement or striking rack 
(under dial), I might be able to 
make a better identification for 
you. 


REBANKING MAINSPRINGS 
—QOn many occasions, Lady EI- 
gins, Hamiltons and other 
watches with white alloy main- 
springs tend to rebank and gain 
time. This happens only after 
ultrasonic cleaning. I grease 
the springs thoroughly with 
Moebius mainspring lubricant. I 
have replaced most of these with 
weaker springs, although I am 
positive that the spring is the 
original one. Some of the bar- 
rels have a graphite lubricant. 
Is this the reason? — Hafkin’s 
Watch Shop, Trenton, N. J. 

Answer: “Unbreakable” main- 
springs have been known to be- 
come stiffer with use and cause 
rebounding after a while. Also, 
on some other springs, the con- 
stant rubbing together of the 
coils causes these to become 
highly burnished, producing a 
smoother action. The only cor- 
rection is the one you are now 
making, that is, to replace these 
with weaker springs. Some of 
the grease used is called molyb- 
denum disulphide. It can be had 
in tubes from your material job- 
ber. The Moebius grease is good 
enough. It does not cause this 
acceleration. 


* * * 


Note: Recently you had a 
question from Ted Morton 
Jewelers of South Carolina, ask- 
ing about Gulf Gas-O-Clenz. I 
have used this solution for many 
years, and now use it for clean- 
ing clocks. Recently the Gulf 
Refining Company told me that 
they will take orders for only 
barrels of 55 gallons; that is 
why Ted couldn’t get his supply 
any more. They charge $24.75 
for the 55 gal. bbl. as against 
the former price of $1.75 a gal. 
Perhaps it may pay him to get 
the king economy size.—Joe F. 
Pitts, Sr., Sharon, Tenn. 


POSITION ADJUSTMENT—We 
have encountered many high 
grade watches with position er- 
rors. Can you give me the name 
of a book which specializes in 
position adjusting? The watches 
seem to be in good mechanical 
order—hairsprings level, bal- 
ance motion OK, regulator pins 
firm and close, and escapement 
action correct.—Sturhahn Jlrs., 
Illinois. 

Answer: “Practical Watch 
Lepairing,”’ by DeCarle, ‘‘Watch 
Repairing Faster,” by Lee, and 
“Practical Benchwork for Ho- 
rologists,” by Levin, are good 
books still in print which deal 
with your problem. Swiss fac- 
tories which advertise their 
watches as “chronometers” do 
this with excellent quality con- 
trol and fine hand adjustment. 
Watches marked “unadjusted” 
may keep good time without 
hand tinkering by controlling 
the quality of the parts. How- 
ever, if you will close the bank- 
ing pins, eliminate waste in the 
power output, supply a _ good 
mainspring, close fitting pivots, 
clean jewels and parts, alter the 
shape of the overcoil to satisfy 
the isochronal requirements, see 
that the balance is well poised, 
and the hairspring centered and 
level with regulator pins closed, 
you should be able to get your 
watches closer to timing in posi- 
tions. Reading these books will 
help greatly. 


* bd * 


CYLINDER REPAIR — Please 
tell me where I can send a cyl- 
inder escapement watch for re- 
pairs. It needs to have a new 
cylinder. Also, who makes new 
verges for the old chain drive 
watches ?—H. J. Tholen, Hays, 
Kansas. 


Answer: I usually recommend 
E. Greenberg of 6 E. 46th St.., 
New York 36. He is a specialist 
in restoring antique watches, 
automata and clocks. He also is 
very well versed in cylinder es- 
capement repairs. 
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CLASSIFIED ADS 


RATES AND REGULATIONS 


New rates start with March 1960 Issue 


Remittance in Advance 


“SITUATION WANTED” —Regular type $3.00 first 25 words; addi- 
tional words, 10 cents per word. Heavy type $8.00; addi- 
tional words 25 cents per word. 

“HELP WANTED" —"LINES WANTED” —and “SIDE LINES’—Regular type $5.00 
first 25 words; additional words 15 cents per word. Heavy 
type $8.00 first 25 words; additional words 25 cents per 
word. 

ALL OTHER HEADINGS—Regular type $9.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $13.25 first 25 
words; additional words 30 cents per word. 


e Advertising matter addressed to classi- 
fied advertisers will not be delivered. 

e Classified ad form closes 10th of the 
month preceding date of issue. 

e A box number when used in ad counts 
as five words, that is, “Address #13, 


care of J C-K.” 


os 


¢ Name, Address, Initials and Abbrevia- 
tions count as words 

e If answers are to be forwarded, 20 cents 
extra to cover postage must be enclosed. 


* No Agency Commission. 


In answering Box Numbers address envelope “Box —,” care of Jewelers’ 
Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose 
original letters of recommendations. 
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TOP LEVEL MANAGER with large 
chain organization for 17 years, 
seeking interest in business with 
person that wishes semi-retirement; 


address “L, 5709,” care of JC-K. 


Situations Wanted 


WATCHMAKER 

an reduce your = 
South, Southe 

5698," care KEY EXECUTIVE; top manager with 

largest Eastern chain for 17 years; 

$900,000 volume; also several years 

position in first-clas supervision of group stores; ad- 
vears experience 


arog Anche ag ye dress, “F, 5708,” care of JC-K. 


~ 
‘res .~ rg thy 


IE WELER, DIAMOND S&S 


IEWELRY REPAIRMAN ENGRAVER, 36 years old: 15 years’ ex- 
mond setter O phases of engraving: would 
arge store 35 years’ xperience in like to relocate in Calif. or Arizona 
jewelry store shops write DOUGLAS WELLS, 19669 Lan- 
address, “N., 5672,’ Harper Woods 36, Michigan 


perience all 


caster 


MANAGER, SALESMAN; presently man- 
aging large volume store; top experi- 
ence in all phases of cash and credit 
operation: desires change: address, “‘J., 
9716," care of JC-K. 


JEWELRY PRODUCTION MANAGER; 
many years’ experience in all phases 
of manufacturing; quality control; de- 
signer can take complete charge: ad- 
dress “550,"" care of JC-K 


t-E SALESMAN: large 

York State and New 
diamonds, watches, silver or 
ability to check credits and 
address. ““G 2663." care of J¢ 


WANTED, PERMANENT POSITION 
Western State; 17 years’ bench experi- 
ence ; » years old, married hild 
no bad habits excellent refer 


address wt Qh Hb, care of 


WATCHMAKER, good 
importer exp 


, ¥ 


mechat 
years fine store 

take charge repairs estima 
New York City, Long Island 
address ‘’S.. 3625 care of JC 


DIAMOND BUYER; many year 
ence top Importer, seeks opp rtuni 
excellent know ledge sources : head dent 
B. B. A. marketing 


are of JC-K 


i 
’ 


addrse el 


YOUNG, RETAIL MANAGER-SAL 
MAN, 32, fully experienced credit 
play, advertising, merchandising tecl 
niques: seeks position with permans 
future: aggressive business creator 

‘H., 5692,” care of JC-K 


9 HAD STORE 20 year 
watches, clocks, jewelrs 
windows, sell neat, reliable, |! 
references, banks-trade-individua 
tails address - 5693.”’ ( 
JC-K 


5693, 


DIAMOND ASSORTER: number ot 
experience, good knowledge of 
facturing jewelry, diamond setti 
diamonds: G. I. A. training, N 
preferred bondable ; address 
5664,."" care of JC-K. 


DIAMOND COUNTER SPECIALIST 
highest class cash or installment pro- 
cedure: $150 weekly plus rational com- 
mission arrangement: Jersey resident 
finest verifiable references 
“S 5658," care of JC-K 


addre ~< 





Jewelers’ Circular-Keystone 
Chestnut G 56th Sts. 
Philadelphia 39, Pa. 


Under the Heading of 


Please check if box No. Wanted [] Name (Please Write Plainly) . 


Enclosed is Check [_) or Money Order [] §f Street 





ORDER BLANK FOR CLASSIFIED ADS 


ALL ORDERS: CASH IN ADVANCE 


place the Following ad: 











MAN: diamond expert; mid fifties; 5 
day week, salary required $10,000; 
highest unimpeachable credentials ; Mid- 
town Manhattan or Newark; address, 
“S.. 5721,” care of JC-K 


INTELLIGENT SHOWROOM SALES- 


MAN FRIDAY ll years’ experience 
nationally advertised diamond watch 
jewelry firm; produetion, sales cor- 
respondent, bookkeeping; capable, re- 

liable, ete address, “‘B., 5712,” care of 
JC-K 

STORE MANAGER: well educated; thor- 
ough knowledge of credits; overall pur- 
chasing, special orders, promotions 
well recommended able to control 
comple te operation address, ‘*R., 5718,” 
eare of JC-K. 


MERCHANDISE MANAGER experli- 
enced buying, advertising, inventory 
control, personnel supervision, sales 
ideal for chain or wholesaler degree 

references exchanged will relocat« 

address, ““M., 5717,"’ care of JC-K 


rISTERED JEWELER experienced 

itchmaker ant je’ repairman ; 

o experienced with retail sale pres- 

employed 
limate 


riZo 


INDUCTION 
sv, } 


SUCCESSFUL RETAIL JEWELRY 
salesman, many years diversified 
experience in all phases of business, 
including special order work; de- 
sires position with fine store in Los 
Angeles area; salary $175 mini- 


mum: address. “S, 5688.” care of 


JC-K. 


MASTER WATCHMAKER 
all setting elling. good 
years fine store experi- 
family good habits 
permanent po 

take charge 

fit: address 


4 


YOUNG RETAIL STORE MANAGER, 
30; experienced all phases of retail 
operation up to $800,000 per year 
unit; buying, merchandising, credit, 
display, ete.; seeking permanent 
future with unlimited opportuni- 
ties; fine reputation with two of 
largest chains in America; address, 
“LL, 5676,” care of JC-K. 


- are you looking fora sale 
carry your line in the Midwest 
who has beer yn 
jewelers for 

f this calibre 

known in tl 

can furnish 

address. 


WATCHMAKER,; 23 years’ experien yn 
all tvpes watches and clocks Rowma 
graduate married, veteran . 4 

light jewelry repairing, ring 
simple engraving ; accustomed hi: 

ill charge repair department 

permanent position with reputable 

r? Kast or Southeast; address 


710." care of JC-K 
JEROME GLASS, formerly President 
of Avon Watch Case Co., Ine., 
Brooklyn, N. Y., has disposed of 
his interests in that company; he 
seeks a connection where his vast 
knowledge in the Watch Case, dia- 
mond or jewelry fields may be 
profitably utilized; JEROME 
GLASS, 8855 Bay Parkway, Brook- 
lyn, N. Y. 
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TOP MANAGER with large credit chain 
in East; age 38: store volume over 
$300,000 annually; all around know- 
how promoting, selling, training per- 
sonnel and supervising; desires change 
to position with greater challenge and 
potential; would like to sell or do mis- 
sionary work for nationally advertised 
company; what can you offer in New 
England territory: “B., 5683,” care of 
JC-K. 


NEED TOP ADVERTISING MANAGER?” 
Advertising, sales promotion, merchan- 
dising; able administrator, organizer, 
planner; equipped for place on man- 
agement team; unique record combines 
18 successful years in sales, advertis- 
ing, promotion merchandising with 
large jewelry chain; wide range ex- 
perience in newspaper, television, direct 
mail, radio and point-of-sale: compre- 
hensive layouts and commercial artist 
as well: seeking top spot with MAJOR 
jewelry marketer who wants a big job 
well done; resume on request; address, 
“S., 5671,” care of JC-K 


Lines Wanted 


SALESMAN, well known, with follow- 
ing, in New York and surrounding 
area, seeks top line; address, “F, 


5679.,”" care of JC-K. 


EXPERIENCED, energetic salesman, 
with following in Met. New York and 
surrounding area within few hun- 
dred miles, seeks top line; address, 


“F, 5611,” care of JC-K. 


WANTED for Boston and New 
a good sideline by experien ed 
witl following among 

iddress, “M 


WANTED for Boston and New England 
a fine quality solid gold line by experi- 
enced jewelry salesman with excellent 
following best trade references ad- 

“J.. 5696,” care of JC-K 


dress 


WANTED for Boston and New England 
a quality plated and sterling hollow- 
ware line by experienced silverware 
salesman with fine following: address 
<> 1695," care of JC-K 


manufacturer's 


MIDWEST AND SOUTH 
representative to wholesalers and large 
hains: traveling strong lines: is avail- 
additional line with potentials; 
“O., 5719,” care of JC-K 


ENCED SALESMAN with large 
retail jewelers, wants line 
manufacturer for Metro- 
* York: address, “E., 5667,” 

< 


INCED SALESMAN ecalling on 
stores in New England 
New Jersey, Phila., 
Washington, seeks top line; 
car equipped with alarm: ad- 


. 


care of JC-K 


Citizen, Native Furopean: extensive 
background in Europe and 
interested in representing 

‘turers in the European 


address, aa? care ot 


TEXAS, OKLAHOMA, LOUISIANA, 
NEW MEXICO AND ARKANSAS rep- 
resentation available: write TOLA 
Tumbleweeds, Southwestern Gift and 
Jewelry Traveling Men’s Association, 
c/o David A. Shapiro, Executive Direc- 
tor, Suite 2004, The Dallas Trade Mart, 
2100 Stemmons Freeway, Dallas 7, 
Texas 








Side Lin 
—— — 
SALESMAN for Middlewest, Southwest 
and West Coast: fine line of sterling 
silver hollowware; state experience 
address, “H., 5702,” care of JC-K 


WEST COAST REPRESENTATION for 
manufacturers 14K gents diamond 
mounting line; selling to jobbers and 
chain stores commission basis: ad- 

“uc a 


dress, 5612," care of JC-K 


SALESMAN for West, Southwest, Central 
and Southeast : cotton filled jeweiry 
boxes and custom made boxes: address, 
TRI STATE BOX, INC. 6 Robertson 
Drive, Middletown, N. Y 


SALESMAN 
jllowing to handle comp: 
terling and gold filled ring 
priced ; commission 


des J} bs care oO! J 


SALESMAN WANTED 
tanding and complet 
site jewelry territoris 


York Pittsbdure 


SSMEN: wi ' 

strong ine of adies 

mountings, pendants and 

in tvling cOmMmmISssion Da 

ritories open address FR 
I1C-K 


WANTED 
men to 
pend. gold 
one rings: s 
commission basis 
MANU FACTU RIN‘ 
Ave. North, Minne: 


sTrore 
stone rings 
, 
gents 10K 


my ; 
()T ry 
Baad 


WANTED REPRESENTATIV 
following ‘ ling 
to sell on commission basis, 
nhoto frames and sterling 
territory open Western States, 
western and Midwest Stat 


A 173 care of JC-K. 


SALESMEN with established  territor 

for the South, Midwest ; also New 
York and Penna.; to carry a popular 
priced gold ring line and diamond line 
commission and drawing; state exper! 
ence, territory and references; 
SCHWARTZ JEWELRY CoO., INC., 850 
Elk St., Buffalo 10, New York 
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NATIONALLY KNOWN watch band line 
has openings in several territories; line 
light, compact and easy to work 
with; ideal second line for men with 
established retailer following: straight 
commission and territory protection 
state territory, experie nce and refer- 
ences; address, ‘A.. 5670,” care of 
JC-K 


ANUFACTURER’S REPRESENTA- 
T ry EK with wholesale jewelers: watch 
material supply and retail chain jewel- 
ers following to represent nationally 
known manufacturer of watch straps 
must he experienced to sell establishe dd 
accounts: open. territories New En- 
gland, Southwest and West Coast 
write, “C., 5656," care of JC-K 


ANUFACTURER of costume jewelry 
selling direct to retail store for 14 
years, now has openings in several 
territories; our line consists of 2 
cases, paving 15% commission; we 
are one of the top rated manufac- 
turers producing prong set rhine- 
stone and colored stone items as well 
as beaded items: only experienced 
men selling te retail and specialty 
stores need apply; give full details 
as to territory, past and present 
firms; address, “L., 5640.” care of 


JC-K, 


SALESMEN to eall on wholesalers; 
wanted by the largest manufacturer 
of 14K plain and millgrain seam- 
less wedding rings, who is expand- 
ing production; this line is well 
established for 15 years and has 
national distribution; our prices are 
competitive; we carry large stocks 
and are famous for our deliveries 
and service: you can do a large 
volume of business and get the re- 
orders: men with no more than two 
other non-competitive lines pre- 
ferred; territories open—most of 
West Coast, the South and South- 
west and part of the East; commis- 
sion basis only; give full details in 
first letter: address, “P, 5694.” care 


of JC-K. 


Help Wanted 


DIAMOND | 


ASN i RT 
Radio are ; 


yo store near New 
ate e and experience 
address, “W 


WV ATC BM ARER 
York ¢ ‘ity 
partnership "possible 
O77, care ot JC-K 








SALESMAN for Midwest territory to call 
on either jobbers or stores; this terri- 
tory open; address, ‘“S., 5690,” care of 
JC-K. 


FINE STORE in Jacksonville, Florida: 
prefer man over 40; state age, experi- 
ence ; permanent job for right man ; ad- 
dress, “U., 5701,” care of JC-K 


WANTED: Aggressive young all around 
man willing to ae vg hard to attaining 
more than a jo a rapidly growing 
town: HUGH TE WE LRY, Shelby, N. ¢ 


expe rier ced 
R OSE N- 
Phoenix, 


HAVE OPENING for 
mani 5-7 ele jewel 
ZWE > N. First 
pte tone tm 


JEWELER experienced on special order 
work and repairing all year - round 
work; permanent job for the ri ght man ; 

od iv; address, “V., 5681,” care of 


R, estimator retail jew- 

onnecticut pleasant worl 

day WEEK state de- 

alary, xperience, et first letter 
ddress, “! 675,” care of JC-K 


JEWELRY SALESMEN to carry exten- 
sive line of 14K diamond set en- 
gagement rings, charm bracelets 
and plain wedding rings to the re- 
tailer;: high commissions: address, 


“R, 5568,” care of JC-K. 


WATCHMAKER 1$1experienced, 5 day 
week, ideal working conditions, pen- 
sion plan, full benefits; excellent 
salary or percentage for capable 
man; permanent job; state age, ex- 
perience in first letter; address, “L.. 
2722,” care of JC-K. 

WATCHMAKER 
North rn ‘Sh io City, ern aaa b } 
\ expected. 

care 


experienced ir 
operation of a retail 
iry sTore iocated 1f} 
in confidence; 

lary cde sired : 


of JC-K 


i 
} 
; 


h established following 
and West Coast rep- 
nown manuf: rer of sil- 
hollowware an riftware 
address, “K 


ke 


mmission basis: 


are of JC-K. 


MANUFACTURING JEWELER 
ible to do fine diamond setting only 
top stead man with rood experience 
onsideres write quests ations oO 
MAHAN JEWELRY CO ‘COLORADO 
SPRINGS, COLO iiuhartal place 


SALESMEN wanted by 

Y} te | cultured pe aris to ce]] n 
New ‘ork, Phila., Baltimore, Joston 
and Washinetor responsible men may 
carry non conflicting line: address, “G 
9655,' C-K 


AGGRESSIVE 
;ryY cy . ,7 


SALESMAN for fine Washing- 
ton, D. C. suburban store: must be ex- 
perienced in all phases of retail oper: 
tior salary commensurate with abili ty 
us about vourself: address, 


= . 


| 
i 
9680." eare of JC-K 


+a! 
Lei 


JEWELRY STORE; long established, 
prominent, in downtown Cincinnati 
location, needs capable manager to 
assume responsibility, share in 
ownership and profits; state age, 
experience and references; address, 


“R, 5646.” care of JC-K. 


SALESMEN ; 








wanted for Southwest and 
Middlewest territory ; delivery and sam- 
ple diamond rings; resident of area 
preferred ; travel by car important . 
consider non-conflicting line; g1 

tails in aret es address, “K., 

care of JC 


NATIONALLY KNOWN, well established 
manufacturer of fine extensive 14K gold 
line: one salesman wanted for 
York and neighboring states and 
other one for the Midwestern terri 
state experience and references, 
dress, “R., 5691,” care of JC-K 


INGRAVER WANTED; permanent posi- 
tion in fine jewelry store in Nevada for 
young man who can do jewelry engra\ 
ing and has had some experience 
either watch repairing or jewelry 
pairing; give qua lifi ‘ations and sa 

address, “G., 5661,” c: *-K 


EXPERIENCED retall 
taking charge diamon 
pao gectroen, must spe: 

pportunity and 
permanent 

R “"‘HARD'S 

P ie nare 


“OULRNIV 
| and 


pe 


SALESMAN, well known manufacturer 
of gold and gold filled jewelry and 
rings with accounts in Virginia, 
North Carolina, South Carolina, 
Georgia and Florida; has opening 
for experienced representative to 
sell rated retail jewelers; Address, 


“B.. 5715.” care of JC-K. 


SALESMAN calling on retail jewelers; 
Ohio, Kentucky, Indiana, Michigan 
& Illinois; well known advertised 
line scarab jewelry, disc jewelry and 
identification bracelets: must have 
following; ADMARK, 714 Sansom 
St., Phila., Penna. See Our Ad on 
page $7. 


SALESMAN, New York City and State; 
calling on jewelers, department 
stores and resident buyers; well 
known advertised line scarab jew- 
elry, dise jewelry and identification 
bracelets; must have following 
ADMARK, 714 Sansom St., Phila. 
6, Penna. See our Ad on page 87. 


EXPERIENCED salesman wanted by 
nationally known jewelry manu- 
facturers, selling direct to retail 
jewelers in states of Penna., Ohio, 
Delaware, Marvland and Washing- 
ton, D. C.: no objection to non- 
conflicting side line; address, “B, 


5713.° eare of JC-K. 


SWELER, Fine craftsman capabl rf 
ako light custom work and all re 
pairs; Amarillo’s oldest and finest in 
dependent jewelers; state age, refer! 
ences and salary desired in first letter 
all mnqust ses confidential , call or write 
Waener’s Jewelers, First National Bank 
Bide., An iarillo, Texas 
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sESMEN with following in the South 
Midwest dynami well known, 
merchandised, diamond ring line 
liberal drawing account, top com- 
sions and exceptional opportunity 
qualified please give us full 


in yo iirst letter address, “R.., 


PLUS that’s yours if you can 

ver” large vol. fine credit jew- 
Iry store in New York State, approx 
00 miles from N. Y. C.: must have top 
employment record and highest refer- 
write in confidence, full explana- 
tion why this opportunity should | 
yours: address, “J., 547 


ences 


‘ . ‘ 
rid CarYre ‘) 


WATCH SALESMAN. 
western territory 
ccounts with fins 
tablished territory 
ured: excellent 
vith A-1 firm draw 
end resume and “reference: 
662." ecare of JC-K all 
| 


eld in strictest confide nce 


ASSISTANT MANAGER fo 
d credit jewelry store 
<perienced in all phases 

ons, display and credit \ } 
portunity for advancement splendid 
opportunity for family man who wishes 
settle permanently write fi 
nfidence to HUGH JEWELR 

INC., 191 Main St., 1] 


i + 


.“} 


lly , 
i 


] 
y 


Painesville. O} 


WATCHMAKERS and departm: 
igers; openings in leased 
ewelry repair departments in 
lepartment stores throughout 
d established company seeking 

men interested in permanent posit 

excellent working conditions: hig! 

‘tate age, experience. People’s W 

Repair Company, 245 23rd St Toles 

(OHn10O 


WANTED wonderful opportunity 
vatcnhmaker to replace one who 
retire July lst; sooner if successor 
ters after 40 years of service in 
iong established reputable firm: do 
apply if you are not of high moral repu- 
tation and character: no coffee hound 
no alcoholic : write. DELOS CASEY 
(“ASEY DRUG & JEWELRY CoO.. Madi- 
son, S. Dak terms open 


SALESMEN; Southeast and South- 
west; 2 aggressive salesmen to repre- 
sent outstanding New York diamond 
ring firm; complete diamond ring 
line, also stone & pearl rings, linde 
stars and diamond watch attach- 
ments, we are a live wire, promo- 
tion minded firm with many estab- 
lished accounts in the territories: 
drawing against commissions: all 
replies confidential: address. “S. 
9653,” care of JC-K. 


WATCHMAKERS and estimato: for re- 
ir departments in reta department 
ores national organization connected 
with one of the largest retail depart 
ment chains in the country employee 
dis group hospitalization plan 
excellent future for person with pleas- 
ng personality and willing to assur: 
responsibility positions 
last, South, Midwest and Southws 
.ddress “(Circular Rox 35 ; Ho 
Michigan Ave., Chi li ; 


_ . 
=< ot init. 


‘ 


MONEY MAKING LINE 
salesmen; retail jewelry sto 
ng; sell exclusive, patented 
ladies and gents gold 
with amazing interchangeab! st 
compact line; excellent comn 
territories open—Calif.. Ariz N 
Illinois, Mich., Kentucky, Tenn.. 
Ala., Maryland, Delaware. 


Stor t 


Virginia, New England 
FER CoO., INC., 106 Fulton St 
York 38. N " 
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open if} Thine 


DAVID PFEF- 


SALESMAN for aggressive, highly pro- 
motional credit jewelry store; wonder- 
ful opportunity for experienced capable, 
top grade, high calibre man; excellent 
potential for managership and steady 
position with oldest jewelry store in 
city of approx. 40,000 population; must 
know window display, merchandising, 
credit selling; write at once in confi- 
dence stating ability record, family 
status and starting salary desired; 
GREENBERG’S JEWELERS, 206 N 
Wood Ave., Linden, N. J. 


CREDIT JEWELRY STORE MAN- 
AGERS: here is opportunity of a 
lifetime for 6 men who can assume 
responsibility and show results; we 
operate chain of 58 stores from N. 
Carolina to Florida with more open- 
ing; openings are in Atlanta, 
Georgia, the fastest growing city in 
the South; we have company life 
insurance, paid vacation and profit 
sharing plan; write at once stating 
age, experience last 10 years, salary 
now making and expected starting 
salary; enclose recent snapshot; 
write S. K. FRIEDMAN, FRIED- 
MAN JEWELERS, P. O. Box 874, 


Atlanta 1, Georgia. 


DIAMOND RING SALESMEN; nation- 
ally known diamond ring mfg. seeks 
2 aggressive, hardhitting promotion- 
ally minded experienced salesmen, 
capable of earning $20,000 a year, 
minimum; if you are a self-started 
with a proven sales record and have 
a following among well rated retail 
jewelers, we want to hear from you; 
territories available have been 
covered for years and we have an 
excellent following; substantial draw 
against commission to the right 
men; write full resume in first let- 
ter; all correspondence will be re- 
ceived in strictest confidence; W. F. 
SEBEL CO., 315 W. 5th St., Los 
Angeles 13, Calif. 


For Sale 


Steres, Stecks and Businesses 


Miami 


address 


JEWELRY STORE 
location; 5 years 


Care of IC-K 


LEASED JEWELRY department in larg- 
est downtown department : 
miles from Los Angeles; address, “R., 
5658.”" care of JC-K 


store yt} 


$7,000 JEWELRY STORE small Town 
Peoria, Illinois going business, 
clean stock: will reduce to suit buyer 
write 610 W. LAWNDALE, PEORIA, 
ILLINOIS 


neal 


SCOTTSDALE, ARIZONA: jewelry store 
retiring: 16 years in business low 
overhead ; reasonable, cash M H 
PELTS, 75 W oth Ave Scottsdale, 
Arizona 


JEWELRY STORE in S. Calif., expand- 
ing area established 16 years 
military base: with or without 
chandise and accounts receivable: 
dress, “C., 5649," care of JC-K 


JEWELRY STORE and repair shop es- 
tablished 35 years; reasonable rent; 
ideal for husband and wife operation ; 
Write to MAX MILDWURF, 643 
Broadway, Bayonne, New Jersey. 








JEWELRY 





BUSINESS FOR SALE: jewelry business, 

near New York city; stock and fixtures 
store building with $400 month 
established 35 years 
care of JC-K 


$15,000 
income, $35,000; 
address, “W., 5678,” 


BUSINESS FOR SALE; 10 years in 
present location without competi- 
tion: lots of watches & jewelry re- 
pairs; low rent; reasonable offer 
accepted; address, “D, 5720,” care 


of JC-K. 


STORE no compet 
‘rous Southern Calif 
1000: near beach, |} 
railway watch inspectio 
ock and fixtures $9000 


HISOIRE, 753 Colima, L: 


109 YEAR OLD credit 
estore for sale: Kast 
over $100.000 volume 
merchandise $65,000: 
OR TERMS 
of JC-K. 


JEWELRY STORE in Long 
location; repairs cover all 


ventory ‘A! ne 


reduced 
business 


address 


cnarge 
se] ne 


CATS 


ESTABLISHED JEWELRY STORE in 
Western U. S.; 1959 gross sales 
$100,000; completely remodeled in 
A-] location: no chain or discount 
competition; ill health; sacrifice 
$25.000: terms can be arranged; 
address, “E, 5685.”" care of JU-h. 


FOR 
We iry 
itlol 
store top iines 
diamonds 
Ove! S00 ann 
remodeled July 
otne! 


afre 


intere 


JC-K 


RING JEWELE 
uunted jewe ry . 
platinum als 

Tt se] ] pu 

health: 60 years 

since January 9, 1LYO0U 
name, needs $20 000 to $55 
ing amou 
our actual ) sates 
record opportunity 
similar line address A 


of JC 


I? ere handise 
fixtures 


For Sale 


Tools, Equipment 


JEWELRY STORE 
Walnut finish in > 
SHOOR JEWELERS: 


Manchester, Conn 


COMPLETE 
for sale 
condition 
Main St 


A COMPLETE SET of Watchm: 

tools and supplies; used 2 years 
cated in Florida; address, “A 
care of JC-K 





WATCHMASTER G-11 $395 slightly 
used telephone Cumberland, Md., PA 
2-7297, Fred Dressman, 550 A Street, 
La Vale, Md 


riVE MATCHED, 6 foot showcases, like 
new, $45.00 each; $700 Vibrograf Tim- 
ing Machine, $395.00: address, CRAW- 
FORD JEWELERS, 302 East State St., 
Ja ksonville. Illinois 


JEWELRY STORE FIXTURES: blond 
finish, 3 old: 5 wall cases, 5 show 
cases; wire with fluorescent lights: 
asking tion of original price ad- 

FARNAN & SONS, 101 S 

Pa 


ENDS in sterling 
S$ Lady Mary 
we also buy ; 
Ss. 4th St., 





Business Opportunities 


SELL STORE? GORDON BROTH- 
ERS! Our reputation is your cer- 
tainty . .. . of maximum price, 
speed, reliability, facilities to meet 
individual needs. Oldest and largest 
cash buyers in the country. See ads 
below. | 


LIOLIDATE? GORDON BROTHERS! 
Flat sale or auction, prestige or 
volume operation ... give your 
sale on commission basis, the bene- 
fit of our 54 years experience and 
extensive organization. See ad be- 
low. 


CONSLLT GORDON BROTHERS! 
America’s most complete service in 
cash buying and liquidating jewelry 
stores and stocks. Consult us on any 
phase without obligation, 38 Brom- 
field St., Boston. Hancock 6-3233. 


ANTHONY J. GREGORY. auctioneer, 
6748 N. Ashland: Briargate 
1-7303, Chieago 26, Ill. 


AMERICA’S BEST KNOWN jewelry 
Auctioneer; over 40 years in this 
publication as an advertiser: 
THOMAS J. FAUSSETT, 521 Flem- 


ing St., Howell, Michigan. 


29 EC 
highest 
and all 

et DEar- 
} kK 


iT 


BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St., 
N. Y¥. C., over 35 years successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad. page 148. 
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HIGH GRADE — NORMAL HAIR- 
SPRING VIBRATING; since 1921; 
service available to jobbers; mail 
orders promptly handled; EMMA 
GCIRARDIN, 96 Rumson Rd., Little 
Silver, N. J. SHadyside 7-1283. 


SAMUEL GANSBERG, INC., will 
your surplus or entire stock and 
tures highest prices bank ; 
trade references Write 15 ai 
Lane, New York, Telephone |! 


65 


{Ector 


Ho. 


WILSON SALES SYSTEM, 106 Thornton 
St., Albany, N. Y.; sale and manage- 
ment specialists since 1919; over 1500 
jewelers have used our services; also 
buy stores for cash write, wire or 
telephone ALBANY 5-1103 


W. C. HALES AUCTION SALES SER- 
VICE 161 South Adams, Lebanon Mo 
experienced, capable ieweler Auction- 
eer yout! valued reputation protected ; 


write or call for details: best refer- 


ash retall 
vert to credit »V,! 
irs in Town: want 
$8000 cash for 
ate credit e (perien ¢ 
o “ 


care of JC-K 


JEWELERS SALES SERVICE; a pro- 
fessional sales organization to 
serve you; AUCTION-ACTION; re- 
tail or liquidation; 25 years sale 
experience; your reputation § pro- 
tected; immediate cash for store, 
stocks, fixtures; PHONE, WIRE, 
WRITE; 512'4 S. Main St.. Los 
Angeles, Calif.; Phone MAdison 
6-0828. 


DEALERS LIOUIDATION SERVICE; 
The West Coast's largest specialists 
in AUCTION—ACTION—PROMO- 
TIONAL—CLOSEOUT — RETIRE- 
MENT SALES; cash buyers of 
entire inventories and estates; for 
information at absolutely no ob- 
ligation PHONE—WIRE—WRITE 
to DEALERS LIQUIDATION SER- 
VICE, 742 N. Highland, Los Angeles 
38, Calif.;: OLeander 5-6496. 


DO YOU WANT TO SELL YOUR 
BLSINESS? DO YO NEED 
CASH? We will pay cash or con- 
duct a flat or supervised auction 
sale; we have conductd eover 1000 
sales in the past ten years alone; do 
not accept less than 100c¢ on the dol- 
lar for your inventory, accounts, or 
fixtures; WRITE... WIRE... 
CALL COLLECT ... We will come 
to see you in your store at our 
expense; you are under no obliga- 
tion; SILVERMAN SALES ENTER- 
PRISES, 580 Fifth Ave., N. Y. 36, 
N. Y. Tel. PLaza 7-4693. 


ARTY MILES SALES, INC.; guar- 
antees quick action-cash profits; 
our service costs you nothing; tes- 
timonial letters from hundreds of 
jewelers prove the cost of each sale 
is turned into a profit by terrific ex- 
tra volume of sales profit-wise our 
efforts produce for you; every sale 
is carefully analyzed; planned in 
advance and is under constant su- 
pervision of our extensive staff; 
you can afford the best; write, wire, 
phone, MARTY MILES SALES, 
INC., 1835 Stevens Forest Drive, 
Suite 104, Dallas, Texas. Phone 
WH 11-5737. 





Wanted to Purchase 


| — 


ARE YOU PLANNING TO GO OUT 
OF BUSINESS? You owe it to your- 
self to consult (without obligation) 
America’s oldest, largest and most 
reliable service in cash buying and 
liquidating jewelry stores and stocks, 
write for our free booklet, “Dollars 
and Sense Facts About Selling a 
Jewelry Store.” (See our page 7 ad- 
vertisement) GORDON BROTHERS, 
38 Bromfield St., Boston, Mass. 
Hancock 6-3233. 





NATIONALLY known jewelry mfr. 
wants to purchase med-size factory; 
see ad Page 119. Address, “C, 
5651,” care of JC-K. 


JEWELRY STORE wanted 100 
radius of Phila., cash or credit type 
small town preferred: EDWARD ZEL 
KOVITZ, 1818 Merribrook Rd PI 
Pa 7 


phone TRinity 7-1802 


PLATINUM SCRAP WANTED $5.0 
per dwt.; rold, $1.22 per dwt 
14K, 95¢ JK, silver, 65¢ per oz 
bonus prices for gold filled; ship as 

we'll segregate L. E. SIMMONS RE 

FINING CO., 440 N. Orleans St CC 


} 
i 


ak 


.D AND JEWELRY WANTED 
lv for surplus stock, odd 
pay highest price 

d platinum Cc! 

rold filled, et 
WILMOT'> 
and Rapids : 


MAX FOR 
or trade-in 
money 
es and 

any qua 

ict for 

Bradstreet 
(Commerce 


ry y\? 
— Mem} 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K, 
108 Beale Ave., Memphis, Tenn. 
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WE BUY OLD GOLD: diamonds: an- 
tiques, watches, silver, platinum, coins; 
we will pay up to 25% more than any- 
one else be sure to get our offer: 
cash within 24 hours: no stock too 
large, too small: our check by return 
mail; your shipment held intact 10 
days, subject to your approval: refer- 
ences: Fla. Nat'l Bank of St. Peters- 
burg Jewelers Board of Trade: 
HENRY JEWELERS, INC 162 First 
Ave. No., St. Petersburg, Fla. 


-ED CASH? READ THIS. Reason why 
[ pay up to 25% more than others for 
diamonds, watches or anything-have re- 
tail store and manufacturing shop: will 
give much more than scrap gold price 
for old mountings, etc will phone you 
or send letter same day the amount of 
your check; if not satisfactory will re- 
turn insured, prepaid: get my offer 
first transactions confidential: refer- 
Jewelers Board of Trade or 
BROMLEY, 35 Fifth St 

) : Petersburg, 


ences 
hank 
(Bromley Bldg.), St 
ida 


Watch Work, etc., for 
the Trade 


-ED WATCH re 
229% of your icke price- 
STAR WATCH REPATR, 


| I Place, Toledo 10. (onio 


ticket 


QUALITY watch repairing our spe- 
cialty for 25 years: perfect work- 
manship, finish, timing, trial ship- 
ments solicited; OSCAR ARON, 62 
W. 47th St., New York, N. Y. 


repairing for the 
iranteed for one vear ti 
"Vice Watchmaker tested rea- 
prices A. H. Shierer, Watct 
101 S. Marion St., Oak Park 


HOROLOGICAL SHOP 
opening for one more se 
" 


eler who appreciates real fine wat: 


pairs; P. O. BOX 31 Stanton 


COMPLICATED watch specialis 
watch repairing to the trade 
service all watches timed. 
,uaranteed 25 years’ exper 
dio Watch Service, 1510-20 
ware Place, Chicago 11, II! 


CLEANING-OVERHAULING: $1.75 
cleaning : ba! staff cleaning $2.75: 
stem-crown only $1.00: staff onlv $1.75: 
guaranteed: PRECISION WATCH RE- 
PAIR CO S17 Sixth Ave., New York 
1 N. Y 


REEL LE LACIE L LOT: LEER ERLE LGE SE OC TEOLRME ES: EB 
Special Order Work and 
Repairs for the Trade 





———__— 


JEWELRY repairing: new 
furnished diamond setting 
Jacobson. 29 EB Madison St : 


mountings 
Harold 


) 


Chicago 2, 


REPAIRERS OF THE IRREPARABLE: 
restoring china glass, silver, ivory, 
tortoise shell, miniatures, fans. dresser 
sets; jewelry: HESS REPAIRS. 168 E 
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WATCH SALES GO UP! 
... when you promote your repair department 


Statistics tell us that watch repairs account for at least 12% of the retailer's annual 


, “nF 1 —_ 
business. In the smaller stores this figure may zoom to as much as 50%! From 


the standpoint of traffic creation and watch sales promotion, the repair department 


has no peer among all the jeweler’s lines. 


What have you done recently to spark watch sales and repairs? Heres a cute 


twist that’s bound to please—and bring in extra profits, too! It’s a jumbo post card 


(6” x 6”) that you can use as a business builder. It simply states, “The watch you 


cherish and depend on deserves expert attention. Protect your watch investment 


by letting us inspect the movement now. An inspection costs nothing and may 


save you needless expense and inconvenience in the future. Drop in today! The 


f 


other side of the card is packed with interesting bits and pieces of little-known 


‘nformation on the operation and mechanics of a watch. 


All you need do is address the ss daliteatitatae eisai 
card to past watch repair custom- fp nt cede: ; 
ers, put on a 4¢ stamp, sign your | ; | ) 

store name and address, and mail. 

It’s definitely an appealing little 

mailer available to you at our 

printing and handling cost! 


[Check one} 


$ 5.00 
8.25 


USE THE COUPON TO 
ORDER YOUR SUPPLY NOW. 
his coupon along with payment to 


LERS’ CIRCULAR-KEYSTONE, 56th & 
TNUT STS., PHILADELPHIA 39, PA. 











CIRCULAR-KEYSTONE, MARCH 
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THE MAX JACOBS CLUB 


One of the most remarkable organizations in 
the world will hold its annual meeting in a New 
York restaurant the night of March 17. It has 
no officers, no by-laws; its members pay no dues. 
The newspapers ignore its existence. And there 
is never a formal program at a get-together. 

Max Jacobs died eight years ago, on March 17, 
1952. A group of men met a few days later in his 
memory—and once a year, ever since, they have 
reassembled to tell of the things he did and recall 
the pleasant times they enjoyed with him and 
through him. 

Who was Max Jacobs? And who are these de- 
voted friends? The nature of the latter—coming 
as they do from half a dozen walks of life with 
only the memory of Max to tie them together— 
tells quite a bit about the man and the diversity 
of his life. Some are members of his Masonic 
Lodge. Others are skilled professional photog- 
raphers or well known in the world of tennis; a 
few are prize fighters and ex-prize fighters. And 
many are diamond setters and retail jewelers of 
the Nassau Street area. 

Max got to know the jewelers during his 30 
years as a watch salesman in New York, first for 
Hamilton, then for Rima and finally for Gruen. 

Now, members of the Max Jacobs Club assure 
you that Max was just an ordinary guy, a “good 
Sam,” successful though never wealthy, no famous 
leader in any movement, far from the type of 
person in whose honor a fancy monument might 
be erected or a library or museum dedicated. 

But he must have been ordinary in a most ex- 
troardinary way. For these are some of the things 
they tell about Max, when 40 or 50 men assemble 
in his memory: 

He loved baseball, bought season tickets to the 
Giants’ and Dodgers’ games. But he routed these 
passes from friend to friend, with the result that 
he seldom occupied his own seat at either park. 

He loved fishing and owned a boat. He’d invite 
the owner of a jewelry store and his wife for a 
week-end trip. If the man said he was busy, like 


as not Max would ask the fellow who was sweep- 
ing out the store whether he and his wife would 
enjoy a trip on the Sound. Boss or porter was 
equally human in Max’s eyes. 

Compassionate, he heard out friends’ problems 
and quietly helped some of them obtain institu- 
tional care for relatives. 

A soft touch, he was constantly asked for loans 
of money. Invariably he gave it and, friends say, 
invariably he was paid back, even by question- 
able risks. 

A successful salesman, he knew chivalry. If a 
competing salesman was down in the dumps with 
worry over grocery money because sales were off, 
Max would tip him off to a list of prospects. 

Just a lot of little things done by a plain indi- 
vidual? Yes. But they added up into something 
pretty big. 

A few days after heart failure ended Max’s life, 
the Master of his Masonic Lodge invited some of 
his friends to dinner. Fifty showed up. Each 
year thereafter 60 to 70 have been written to, and 
40 to 50 attend the meeting. 

Instead of dues, the Max Jacobs Club takes up 
a collection at each session and gives the proceeds, 
in his name, to something Max was interested in. 
Usually, $500 to $600 is raised. Once it was given 
to the Heart Fund, once to the Arthritis Fund; 
once it helped sponsor a tennis tournament. An- 
other time, the money provided a fishing party for 
people from the Brooklyn Home for the Blind. 

All his life, Max was part of the jewelry busi- 
ness—a business whose quality standards have 
become synonymous with the highest standards of 
human conduct. Perhaps, over the years, some 
of the gold, some of the sterling, some of the gem 
quality perfection sank into Max’s character, as 
it seems to sink into the character of other men 
in this industry. 

If so, the jewelry standards so illumined Max’s 
character that it still shines, after these many 
years, to inspire those who knew him and to help 
many others to whom “Max Jacobs” is only a 


name. 
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SDARRIAGE TRADE 
QUALITY 


3 years... the finest of materials and the most meticulous 
craftsmanship . . . these are the “secrets” that give Whiting & Davis 
bags and jewelry their unique reputation. 
For these reasons, too, the Whiting & Davis line represents a uniquely 
profitable and prestige-building opportunity for the carefully selected jewelers 


who most successfully handle its distribution. 
WHITING & Davis Company, INc. ..... . Plainville. Massachusetts 


Hand in hand with fashion since 1876 





Look for this full-page, full-color ad in 
leading magazines all through spring. 





pre-tested 


pattern 
for 
sterling 
profits 


“* in Heirloom Sterling. 


You have a winner with new “Sentimental 
Dealers say so. Consumers said so in extensive pre-testing. 

You have bigger than ever backing: this full-page, full-color ad in Glamour, 
House & Garden, House Beautiful, Vogue, The New Yorker, Seventeen, 
Mademoiselle. Plus page ads in bridal magazines. (That's 27,422,000 readers.) 
Plan your promotions now. Exciting merchandising aids are available. 


For details, write Heirloom Sterling Division, Oneida. 


HEIRLOOM STERLING @ 


CRAFTED BY ONEIDA SILVERSMITHS 


Community*® Silverplate 1881 @ Rogers @*Siiverpiate Oneidacratt*® Stainiess 
Tudor® Piate Oneida Community Oneida* Dinnerware *Trademarks of Oneida Ltd., Oneida, N. Y 
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